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..a definite sales value 


A successful retail business must count upon the consumer public to 


have a certain favorable knowledge of the merchandise to be sold. 


Many retail businesses today carry as a foundation of their stock, 
merchandise of standard well-known quality brands, because such 
merchandise assures them the patronage of a considerable num- 


ber of people who know the brand and know it favorably. Gs 


Such an attitude on the part of the public toward any part of a 
retailer's stock has a definite cash value to the retailer. It is a 
highly specialized form of GOOD WILL, and the experienced dealer 
knows how to turn it quickly into sales. Gs Gr Ge Gs 
This is a condition responsible for the consistent repeat-buying of 
PEACOCK SHOES...And the cost of PEACOCK SHOES to retail 
for $8.50 to $10.00 is below what you might expect. Ge Gr 


Ask for full information about the 
Peacock Shoe exclusive fran- 


chise for your city 


Pe a GO ee, S44 °° £ 


"ONE OF AMERICAS FOREMOST STYLE NAMES* 


When writing advertisers please mention Boot and Shoe Recorder 
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~The VOICE of the TRADE 


F or the first time 


in the history of labor contro- 
versy, almost universal sympathy 
was given to strikers in Lynn, 
Mass. Some 4000 shoe workers 
from 40 shops found things so in- 
tolerable that they precipitated a 
strike to force the manufacturer 
to ask more for his goods so that 
a decent work wage might be paid. 
From an official source we get the 
following : 


“The unwarranted stampede for 
cheaper priced merchandise all 
over the country has forced down 
the prices of shoes to such figures 
as 60c., 70c. to retail for $1.00 or 
$1.03 for the next grade level. 
The effects have been in the city 
of Lynn, the same as oll over the 
country—that manufacturers have 
been obliged to take any price the 
buyers are willing to give and 
have been putting reduction after 
reduction of wages into effect un- 
til the final outcome has been 
brought out very forcibly in one 
of the Lynn papers within the last 
week —that shoe workers are 
working for such low wages that 
they are obliged to go to the Wel- 
fare Department of the City, after 
working a full week, in order for 
them and their families to get a 
bare living. 

“Everyone conversant with the 
shoe industry that has watched the 


development of this price reduc- 
tion, particularly during the past 
year, has felt in’ his own heart 
that a blow-up was sure to come. 
That it was plain that when peo- 
ple get to such a state that it was 
preferable to go to the Welfare 
Department than to work they 
would finally rebel, and this affair 
that started this morning is simply 
the long-expected outcome.” 
The Lynn strike, now practi- 
cally settled through negotiations 
of Mayor Manning, provide that 
work on Easter orders shall be re- 
sumed at present labor-price lists, 
but that new price lists will be ne- 
gotiated for future orders. 


* * * 


dd L 
ost and Found 
—Old Friends” might be the sug- 
gestion for a popular department 


of the Boor AND SHOE RECORDER 
if a recent experience of H. B. 
Owen is typical. Mr. Owen and 
Mr. Guy Borlauge worked togeth- 
er at Sorensen’s Shoe Store in 
Duluth, Minn., from 1922 to 
1924. Both drifted away to other 
places and they lost contact with 
each other. In December, 1932, 
the Boot AND SHOE RECORDER 
carried an account of the open- 
ing of a shoe department at Good- 
man’s store in Flint with H. B. 
Owen as shoe manager. Soon af- 


terward Owen received a letter 
from Mr. Borlauge, now manager 
of the B. & B. Shoe Store at 
Bemidji, Minn., asking if he was 
the man “that | knew when—.” 
The friendship was renewed and 
correspondence has been contin- 
ued. 
e + & 


H. C. Freeman 
of the Freeman Shoe Corpora- 
tion, Beloit, Wis., gives us his 

% 13: OVER 
wW- S 


‘ 
baw. 7 
‘ 


conception of economic conditions 
and what will be done to overcome 
them: 

“When I said we welcomed the 
present crisis I spoke the truth. 
The uncertainties of the past year 
were becoming more unbearable 
and we might just as well go 
straight to the bottom and get it 
over with. As I look back I can- 
not help but feel that the allevi- 
ating measures taken at various 
times simply postponed the inevi- 
table. 

“A short time before the late 
Congress disbanded, Carter Glass 
made a statement on the floor to 
the effect that he had voted for 
the /ast unemployment relief meas- 
ure and I certainly concurred with 
his views. Back yonder when 
Congress passed the Federal Re- 
serve Act, they undoubtedly felt 
that this measure would save the 
country from all financial crises in 





the future. Our present plight 
convinces me that it is utterly im- 
possible to do such a thing as long 
as we have wars, overbonding and 
speculation. 

“The true value of money 
eventually asserts itself regard- 
less of what form is used. It may 
feel fine when we are soaring up- 
ward, but the higher we go the 
more fearful the bump on the re- 
turn trip.” 


kc _ 


DIDN' TF 
TASTE 
BAD 


W. L. Small, 


shoe merchant of Jackson, Miss., 
gives us a fresh view of the ac- 
tual operation of a States Sales 
Tax. He writes: 

“Just a year ago we were in the 
throes of a State Legislative ses- 
sion with the new Governor, Mike 
Conner, advocating an immediate 
passing of a Sales Tax. Every 
merchant in the state was of the 
same opinion as Mr. Sheridan, 
that it would mean utter ruin. 

“The merchants organized an 
‘Anti-Sales-Tax League’ and did 
everything possible to defeat the 
measure but it was passed and 
went into effect May 1, 1932. We 
all had visions of the Sheriff’s ap- 
proaching visit, which no doubt 
would have happened had not the 
merchants taken matters in their 
own hands and PASSED THE 
TAX TO THE CONSUMER. 

“We have collected the tax for 
ten months—and I mean collected 
the tax 100 per cent. During this 
period I have not missed five sales 
on account of it. I believe my ex- 
perience will be borne out by most 
of the other merchants in the 
State. 

“A year ago Mississippi was in 
a financial mire, her bonds were 
being defaulted, her credit was 
gone. Today, only ten months 
after the passage of the sales tax, 
Mississippi's financial condition is 
second to none of any state in the 
Union. A very good bond man 
told me the other day that he would 
just as soon have Mississippi bonds 
as Government bonds. Only last 
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week the Bond Commission sold 
several million dollars’ worth of 
State bonds and there was plenty 
of ‘competitive bidding on them 
and they brought a nice price.” 

* * * 


The Connery Athletic 


Association of Lynn, Mass., has 
started a series of walking con- 
tests, of 20 miles each—more with 
the thought to strengthen the foot 
work of its members, than to help 
out the shoemakers. Yet walks of 
such lengths do aid and abet good 
shoemaking. The winner of a re- 
cent contest stepped off his 20 
miles in 3 hours and 35 minutes. 
* * * 


a” Schiaparelli, 


Parisian dressmaker, told the 
Fashion Group in New York: 

“Of course, we don’t want pants 
for the street,” she said. ‘On the 
beach, yes, and perhaps for golf, 
but men themselves look queer 
enough in pants.” 

In answer to a query regarding 
what current trends will carry over 
to the next season, she said: 

“We can never say that. The 
very new thing is generally 
laughed at for six months and 
then taken up, but we can never 
be certain whether it will be. Peo- 
ple are, let me say, much less 
scared this year about new and 
striking ideas. And one of the in- 
teresting things is that private 
clients most of the time choose ex- 
actly what the buyers choose. That 
always interests me.” 

 - 


Rod 


#e F.C. a 


of John R. Evans & Company, 
Camden, N. J., says: 

“The demands of one hundred 
and twenty-five million people, if 
they are given employment, cer- 
tainly should create enough busi- 
ness activity to make a demand for 
fair wages, and fair profit for pro- 
ducer, manufacturer and distrib- 
utor. This can only be accom- 


cA 


t plished by putting an end to this 
race to see how cheaply and how 
poorly shoes, or any other arti- 
cle, can be made. The upbuilding 
of quality, and the upbuilding of 
standards, both in merchandise 
and in the principles upon which 
business should be conducted, are 
but samples of the many outstand- 
ing factors that will contribute to 
a practical and sane recovery.” 

* * * 


Here's a piece 
of verse that never dies. It ap- 
peared in the RECORDER a quarter 





of a century ago, to our recollec- 
tion. Maybe it goes back further 
than that. The name of the au- 
thor has been forgotten, but we 
hope by publishing it that some- 
one will enlighten us as to who 
wrote it, when and where. It re- 
cently appeared in an Oregon 
newspaper and here we run it 
again—expecting to pick it up 
years hence in some paper printed 
in New Zealand: 


“MEN versus SHOES” 

“How much a Man is like his Shoes; 
For instance, both a soul may lose, 
Both have been tanned ; 

Both are made tight by Cobblers; 
Both are Left and Right; 

Both need a mate to be complete ; 
And both are made to go on Feet. 


They both need Heeling oft, and 
Soled. 

And both in time turn all to Mold; 

With Shoes, the last is First; 

With Men, the first shall be last. 

And when the Shoes wear out, they’re 
mended new. 

When Men wear out—they’re mended 
too. 


They both are trod Upon 
And both will trod on others—nothing 


loth 
Both have their Ties, and Both In- 
cline 
When polished, in the world to Shine: 
And both peg out, and would you 
Choose 
To bea Man, or Be his Shoes.” 
x * x 


F ORTUNE’S 


March issue tells the story of the 
International Shoe Company. Two 
great paragraphs read: 
“International Shoe is the larg- 
est shoe manufacturer in the 
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world. It has made in its history 
and by its own profits alone the 
staggering total of thirty-seven in- 
dividual millionaires. It employs 
28,300 souls. It owns forty- 
eight shoe factories and subsidiary 
plants and eight tanneries worth 
altogether, with land and water 
rights and equipment, $43,500,000. 
It has cash reserves of almost 
$23,000,000. It made, even in the 
year 1932, 39,000,000 pairs of 
shoes at a net operating profit of 
$7,000,000. Its annual sales in 
normal times exceed $100,000,000 
and have topped $130,000,000. 
And yet if you wish to understand 
International Shoe you must read 
not the company’s balance sheets 
but the journal of Mark Twain. 
For the key to the corporation as 
a corporation is to be found not 
in its annual statements but in the 
Deep South. And in the Deep 
South of the decades of Huckle- 
berry Finn. 

“International, in other words, 
is that rarest bird among great 
American corporations, a prod- 
uct of the southern hinterland. 
Most big American companies are 
Yankee or New York or mid-west- 
ern. Their peculiar psychologies 
are Yankee or metfopolitan psy- 
chologies. Their points of view, 
their manufacturing practices, 
their financial technique stem 
from the customs of the Boston 
merchant or the habits of the New 
York trade. But International 
comes of a different race. Inter- 
national is one of the thriftiest, 
hardest-bitten manufacturers in the 
country. But it is thrifty not be- 
cause thrift is a virtue in Vermont 
but because the crops of 1865 were 
a failure in Mississippi. Interna- 
tional is as cheerful a company as 
a man would care to find. But it 
is cheerful not because glad-hand- 
ing was early developed as an art 
in New York City but because ami- 
ability is a characteristic of that 
section of the U. S. which marches 
south with the great river. And 
International is a famous stickler 
for the sanctity of its terms of 
sale.” * *k &* 


Charles Ault, 
of Ault-Williamson Shoe Co., 
says: “You’ve got to do more 


than show a man a good salable 
shoe. You’ve got to reason with 
him as to why he should stock 
up.” 

Recently, Mr. Ault, trouping 
with his salesman in Ohio, opened 
up his samples in a medium-sized 
Ohio town. Although the mer- 
chant’s stock was low, he was in 
the mood to declare a holiday on 
buying almost everything else. 
Mr. Ault commented on the pros- 
perous appearance of the fine 
homes that they observed and the 
well-kept business building of the 
community. He said it indicated 
basic wealth that must be back of 
all these appearances. Where there 
was substantial background of 
wealth there should be a substan- 
tial opportunity for the sale of 
new merchandise. He revealed to 
the shoe man the opportunities of 
his own home town. The line of 
reasoning resulted in an order. 

In a number of points Mr. 
Ault discovered too many “walk- 
out” because of shortage of types 
of stock. He discovered in his 
trip—for a merchant to make a 
profit he must sell features which 
provide greater comfort to the 
wearer and talking points that 
help him move the goods. 


Ever H. Dunbar 
of Lynn, Mass.—first footologist 
known to the early trade—has the 
most ingenious method of adver- 
tising. Below his picture cut it 
says: 

“This old man was twelve years 
of age in the year 1857. In his 
native town of North Bridge- 
water (now City of Brockton), 
during that year, he was making 
his first inventions in foot arch 
supports and putting them into 
long-leg boots, between the inner 
and outersoles. His inventions 
in foot-supporting devices are nu- 
merous. He has several new ideas 
in foot supports which will soon 
be shown up.” 


What an optimist at 88! 


* * * 


Laird H. Simons, 


president of William Amer Com- 
pany, Philadelphia, Pa., says: 

“A legitimate article at a legiti- 
mate price produced by the pay- 
ment of legitimate wages, legiti- 
mately received and paid for by 
the public. would end our 
troubles.” 


Jim Jones, traveling shoe salesman, does a little missionary work! 
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Action Will Speed Business 


Sound Businesses Must Follow Sound 


Banks in Building 


Action on the part of the 


President sweeps all opposition aside. He can have 
any legislation he wants, with or without the crack 
of the whip. He has done a perfectly marvelous job 
with Congress. He is so much a professional in the 
arts of politics that he realizes the wisdom of getting 
his authority while the going is good. A large pro- 
portion of Congress is still pretty green and the Presi- 
dent is losing no time in achieving his main objectives. 
Before long, he will run into opposition when presst:re 
from home gets heavy on Congressmen and Senators. 
es 


The banks are opening—not all of them, it is true, 
but the sound ones can make hay for the moment 
because they have virtually received the government’s 
O. K. Nevertheless, there will be a suspicion, and 
very likely well founded, that if a bank remains 
closed too long it is unsound. 

* * * 

Emphasis by the President on that word “sound” 
has been also translated into industry—“Why not 
sound business as well?” Businesses with shaky 
credit will not find it as easy going because of the 
emphasis of that word “sound” being carried right 
down the line. Banks will not extend credit unless 
businesses are sound. 


a New Prosperity 


The holiday has given almost every business a set- 
back. Fortunately the retail trade will recover lost 
ground first. 

* * Ox 

President Roosevelt has indicated that unemploy- 
ment relief is one of his first objectives. In his ap- 
proval of new enterprises, calling for an appropriation 
of $500,000,000 to begin a public works program 
which will employ 50,000 people, he starts a new deal 
that will bring money into retail stores as well as 
wage envelopes. 

The Reconstruction Finance Corporation has been 
helpful to banks, railroads and in liquidating big 
business but the criticism has been made that it has 
done nothing to directly assist or put to work the 
twelve million unemployed. 

se « 


The Federal Reserve banks will come pretty close 
to dictating which banks are sound and which are 
not in the reclassification of white, gray and black. 
No hard and fast rule will be laid down, but in 
essence any bank whose deposits are covered 100 per 
cent by assets acceptable as collateral to its regional 
Federal Reserve Bank ‘will be permitted to reopen 
without restrictions. Sixty to ninety per cent solvency 
in terms of deposits will probably earn a border-line 
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rating. A lower degree of solvency means nothing 
doing. 
¢ * * 

Officers and stockholders of banks which have rea- 
son to believe they will be rated unsound have been 
moving heaven and earth through their political con- 
nections to get a blanket guarantee of bank deposits, 
open inflation, or anything else that would stall off 
the day of reckoning. 

Butter and egg men who have been swaggering as 
banking oracles would walk upstairs on their knees 
to avoid being shown up as local Charley Mitchells. 
But the pressure of politics has. failed completely. 
Speaking of the present exhibition of bankers’ clay 
feet, comment runs: “The depositors may not get 
all of their money but at least they’ll draw down some 
fun.” 

* * x 

The principal need is a consistently hard-boiled 
attitude on the part of Treasury and Federal Reserve 
officials to be sure that none but genuinely sound 
banks get under the wire. All signs indicate that 
this spirit now prevails and will continue to do so 
despite piteous moans. 

“* * 

An important but unnoticed feature of the Bank 
Act is the fact that it definitely leaves us on a gold 
base. It provides that the new currency can be ex- 
changed for lawful money on demand—and lawful 
money comprises only gold certificates and other cur- 
rency fully backed by gold. 


* * * 


The actual effect of the bank holidays on retail 
businesses has been estimated as follows (percentages 
are measured against the average per day for the two 
weeks preceding the holiday) : | 
Candy, soda and restaurant chains................ minus 50% 
Department stores “ 25% 
Shoe Store chains “30% 
Book publishers and retail book stores ........... “65% 


Motion picture theatres “ 40% 


Grocery chains 15% 
Hotels minus 50% 


The only division that showed an increase was the 
grocery business, due almost entirely to the heavy 
sales of canned goods. 

The immediate effect of the opening of the banks 
brought about a sharp increase of sales, particularly 
in shoes—the seasonal upswing will be pronounced, 
and a very optimistic help. 

* * x 

With reference to the possibility of inflation, these 
facts are worth noting: 

1. Regardless of the administration’s position, 
there is a tremendous pressure for raising the do- 
mestic price level by inflation. 

2. The present Congress is more prone to support 
inflationary measures than the last Congress. 

3. Whether or not inflation is sponsored by the 


WHAT THE MERCHANT CAN EXPECT 
UNDER INFLATION 


By A. H. GEUTING 
President, N. S. R. A. 


“There probably will be some inflation resulting from 
the issuance of new and additional currency which 
will be reflected in higher commodity prices. It is to 
be expected, therefore, that the hide, skin and leather 
market will be firmer, which if it continues over a period 
of time will be reflected in the prices of shoes. 

“No one need fear an advancing market, and hence 
retailers should not indulge in speculation. A safe rule 
is to buy according to the needs of your business. Do 
not think of anticipating any advance in prices by buying 
beyond what your business requires. Keep inventories 
at known reasonable levels, and cash reserves as liquid 
as possible, watch your overhead, pay close attention 
to your business and to giving service to your customers, 
and above all, push quality lines more than ever. 

“When money begins to circulate freely again, as 
it will from the additional currency that will flow 
through trade channels, people will be more inclined 
again to be interested in good merchandise. A larger 
sale of quality merchandise will produce an increase in 
the dollar unit of sales which is the most essential 
thing at this time to ensure dealers a profit.” 


Government, it may occur as a result of the follow- 
ing tendencies: (a) Evidence of a widespread deter- 
mination to possess commodities instead of cash. The 
more speculative commodities may lead this move- 


ment. (b) Increased currency is possible through 
provisions of the Glass-Steagall Bill. Government 
financing may necessitate lowering the legal reserve 
ratio and the issuance of additional currency. (c) 
Finally, whether or not the gold content of the dollar 
is lowered, or any other inflationary measure adopted 
by the Government, the issuance of Federal Reserve 
Bank notes throughout the country will exercise an 
inflationary effect. While the issue of Federal Re- 
serve Bank notes with bank assets as collateral is not 
technically inflation, it may tend to raise the price 
level. The possession of actual commodities may be 
preferred to possession of this medium of exchange. 
In short the events of every day are important in 
determining whether commodity commitments should 
be made in anticipation of a rising price level. It is 
also important to emphasize that a rising price level 
will be limited by the failure of purchasing power to 
show commensurate increase. 
On what basis are most factories taking orders? 
As before—if credit good in past, considered 
good now. [TURN TO PAGE 53, PLEASE] 
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Here's How They Wear 


The 60/40 Idea Gains Ground 





Back in September the Recorder 
heralded the revival of the combination shoe, the type 
combining, in nearly equal areas, two contrasting materials 
and colors. We called it the 60/40 shoe. This name is 
now widely used in the trade, together with the term 
“50/50” or “Half and Half.” Gradually the idea has been 
developing. It received a good impetus in January at the 
Chicago Show. As a high fashion, the combination shoe 
has definite importance in retail stores this Spring. And 

[TURN TO PAGE 44, PLEASE] 


THESE COSTUME SKETCHES, based on a series of posters 
styled by Miss Ruth Kerr of the Calf Tanners’ Association, 
suggest some of the Spring ensemble possibilities of the 60/40 
shoe. The retail shoe fitter should find them helpful in dis- 
cussing this fashion with his customers. The sketches also 
suggest display themes for the retail store. These illustrations 
could be easily pantographed in large size and hand colored 
for both interior and window use; drawings of shoes in stock 
to take the place of the types given here. 


4, 
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The 60/40 shoe 

IN BEIGE AND BLUE 

would go with the four costumes suggested on this page. Reading 
from left to right they are (1) Blue and Beige Cape Costume, Blue 
hat, blue gloves and bag. (2) Blue Tailored Suit with beige scarf or 
blouse, light beige gloves, darker beige bag and hosiery to match shoe 
beige. (3) Blue and Beige Printed Silk Costume with blue hat and 
bag, beige gloves and stockings. (4) Beige or Blue Swagger Ensemble. 
Similar combinations are possible with the Beige and Brown Combina- 


tion S| 
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Combination 


FOUR GOOD REASONS 

for the 60/40 shoe 

(1) It fits in with the broader sweep of the new 

fashions. (2) It accords with the new, bold color 

contrasts in clothes. (3) It reduces the apparent 

size of the foot. (4) The 60/40 shoe is different, 
a new deal in footwear fashion. 


The 60/40 shoe 

IN GREY AND BLACK 

would fit the four costumes shown on this page. 
From left to right they are: (1) Black and White 
Cape Costume, grey gloves and bag. (2) Two- 
tone grey suit with yellow blouse, black-banded 
grey hat, black bag, grey or black gloves. (3) 
Black and red plaid tunic costume, silver fox 
scarf, black hat, grey gloves and bag. (4) All 
printed silks with grey, white or pale blue back- 
grounds can be given an accent by these grey 
and black shoes. Grey and Blue is another im- 
portant combination. The shoe in the smaller 
sketch combines grey with brown, a smart but 

more limited 60/40 idea. 
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B 
JOHN L. HARRIS 


Manager Walk-Over Main Spring Arch Shop 
26 W. 47th Street, New York City 


In Two Parts: Part One 


As far as the orthopedic end 
of the shoe game is concerned, I still believe it is in 
its infancy. Inasmuch as we are working in the 
Twentieth Century—an enlightened age—we should 
work with an enlightened public. Personally, I feel 
it is easier to deal with a person who knows what you 
are talking about than one who is ignorant of the 
subject. 

If I went out to buy a suit of clothes or a hat I 
would not care to have that suit of clothes sold to me, 
I would like the privilege of selecting my own color 
and perhaps my own idea of a combination of colors 
and materials; but I am willing to concede that the 
main objective would be to have the suit of clothes 
fitted properly. With regard to a hat, I would expect 
the man selling it to advise me as to how it conforms 
to my features, because there are long faces, round 
faces and short faces, and a hat can make a person 
rather ridiculous if it does not conform. 

In the matter of shoes one must consider the prac- 
ticability of the shoe for a particular purpose, and I 
find it much easier to fit-a person’s foot rather than 


The customer is always right so far as color or pat- 
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g Feet Is Your 





JOB 






tern is concerned. But when it comes to deciding 
which last or what size, the well-trained shoeman 


should be as dictatorial as the doctor or the dentist. 





a person’s idea. I don’t believe in dictating colors, 
or in some cases patterns, for after all we must cater 
somewhat to a person’s tastes. But the principle of 
fitting the feet must never be lost, and it is my con- 
tention that at present there are too many shoes being 
sold and not enough feet being fitted. 

For many years I have preached to those who have 
been associated with me that the fitting of feet is 
as much a profession as the fitting of eyes or caring 
for teeth. In fitting eyes we find that the average 
physician or oculist does not measure or examine 
one eye but that he has two distinct operations; he 
examines one and then the other. Since I wear 
glasses myself, I can readily appreciate the fact that 
I haven’t a pair of eyes but rather two eyes and while 
my glasses seem symmetrical and apparently alike, I 
know that they are different. 

In selecting the frame for my glasses, I consider 
that my business and it should not matter to the 
oculist whether I want a frame of horn, gold or no 
frame at all; this is a matter of looks. However in 
fitting the glasses I am in no position whatsoever to 
advise as to the type of glasses I need. 

In the case of the dentist, the person who goes to 
him for a filling can, in conformity to his pocket- 
book, have a cement filling, silver, gold or platinum. 
However, when it comes to doing the actual filling, 
that person is not in a position to suggest to the 
dentist how he is to fill the teeth. And so in shoes, 
a woman may have a choice of pattern and color as 
well, but she is not qualified to do her own fitting 
and she must be advised as to the whys and where- 
fores of the suggestions we make when offering a 
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“It is sometimes rather difficult but, nevertheless, we must insist, after the symptoms of the trouble are revealed, 
that the customer leave the correction to us.” 


particular type of shoe. Above all, she must be ad- 
vised of the fact that she has not a pair of feet, but 
rather two feet. 


[, many instances the discrepancy 
between two feet is so small that a pair of shoes is 
fitted. However, in other instances there is a dif- 
ference and to sell a person of that type a pair of 
shoes is, to put it mildly, a misdemeanor if not actual- 
ly a crime. 

In talking to a person who wears glasses, this par- 
ticular point can very readily be put across. With 
some others it is a tough subject. I find that the 
average woman would rather hear about any other 
topic than her feet. Size 5 or 6 somehow has an 
appeal to the average woman rather than size 5% 
or 6%. Most women are not conversant with the 
half measure of a size and think that the difference 
is the same as with a collar—1 inch to a full size and 
a half an inch to a half size; and they think that a 
half size will bring a half inch more of shoe. 

In some cases it has been necessary for me to bring 


out a small size glass as well as a cup, which I have 
for just such purposes in order to convince some per- 
sons that a glass holds the same volume of liquid 
as acup. One is a little longer and thinner and the 
other a little shorter and stubbier. This I do in 
illustrating that where a 5% is necessary, she is not 
getting any larger shoe than if she squeezed into 
a 5, since the area of space is the same. And also to 
point out the fact that we can put a glass of water 
into a cup, but that it is a dangerous thing to do the 
same thing to feet because in giving her a shorter 
size they naturally force the feet to become broader. 
We try to convince the average woman—and we 
do so either by grasping her hand or the ball of her 
foot—that by putting pressure on the ball of the foot 
we can not cause any bunions. Then again by press- 
ing the toes backwards we very readily convince her 
that her foot automatically becomes broader through 
the dislocation of the bones, and thereby we convince 
her that a slimmer or narrower shoe, carrying the 

proper length, is to her advantage. 
We have too many women come into our shops 
[TURN TO PAGE 47, PLEASE] 










20 


CONTEST ANNOUNCEMENT 






A Foot Health Week Contest 


To Win Publicity and Customers 
































FREE SHOES 


FOR THE MAN WHO WALKS 
FARTHEST AT HIS DAILY WORK! 








We will give a pair of our famous 
(name) shoes ABSOLUTELY FREE 
to the (town name) man who, in the 
judgment of an impartial committee, 
walks farthest in performing his 
daily duties. 








All you have to do is to write a 
letter telling about your work 
and the number of miles you 
walk every day, and mail your 
letter to reach us by April 15. 









Letters received will be checked up and passed 
upon by a committee of three disinterested per- 
sons, not members or employees of our firm. The 
winner will be announced during 









FOOT HEALTH WEEK 


(APRIL 17 TO 22) 










Your Store Name 
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Men who walk a lot are 
good customers for the shoe store that keeps their 
feet comfortable. This contest, in addition to being 
a good publicity idea for FOOT HEALTH WEEK, 
will give you a list of the best prospects in your com- 
munity—men who will most appreciate good shoes, 
correctly fitted. 

The contest should be announced about two weeks 
ahead of FOOT HEALTH WEEK, and follow-up 
ads used to create further interest. Suggestions for 
both are given. If you can get permission to use the 
entrants’ full names and addresses in your follow-up 
ads, so much the better. This should not be difficult. 

At the time the contest is announced in the papers, 
feature it in your windows with a display of the same 
make of shoes mentioned in the ads. Have a large 
card, reading: 


DO YOU WALK A LOT DURING 
YOUR DAY’S WORK? 


Perhaps you can win the 
FREE SHOES 


we are going to give to the man who walks 
farthest each day at his work, during 


FOOT HEALTH WEEK 


All you have to do is write a letter—ask for 
particulars inside. Special award for 
every entrant in the contest. 


Obviously, you need not tell the inquirer what the 
“special award” will be. (See Letter to All En- 
trants.) Have smaller cards, pointing out the fea- 
tures of the shoes that make them correct, comfort- 
able and serviceable. You can also use cards in the 
window as the contest progresses, reading: “Mr. 
V. J——., policeman, walks...... miles daily— 
how far do you walk?” Then have an arrow pointing 
to the large card described above. 

If you can get a picture of the winner to use in the 
announcement of the winner, so much the better. If 
he will, let him also write a letter of thanks, which 
includes approval of the shoes, to use in a later ad. 

In fact, a whole series of ads could be built up, 
with endorsements of the men who buy and wear 
these shoes. See them after they have worn the shoes 
a few days—the dollar discount you have given them 
will make them feel kindly toward you. Of course 
we assume that the shoes will be O.K.—if not, you 
want to know about it, so it’s good business, anyway. 
Enlarge the ads given here to include a shoe cut. 














Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, March 18, 1933 


An Interest Arousing 


Promotion Idea for 


FOOT HEALTH WEEK 


that offers opportunities for good 
publicity for many months to come 


FOLLOW-UP ADVERTISING 


ANNOUNCING THE WINNER 

















ciples 


Mr. George K— 
mail carrier 
walks miles daily! 


HOW FAR DO YOU WALK 
DURING YOUR DAILY WORK? 





During FOOT HEALTH WEEK, April 
17-22, we are going to give a pair of our 
famous 


(NAME) SHOES 
ABSOLUTELY FREE 


to the (town name) man who walks 
farthest at his daily work. 


All you have to do is to write a 
letter telling about your work, 
and how far you walk every day, 
and mail your letter to reach us 
by April 15. 
Letters received will be checked up and passed 
upon by a committee of three disinterested per- 


sons, not members or employees of our firm. 
The winner will be announced during 


FOOT HEALTH WEEK 


(APRIL 17-22) 


Your Store Name 





Mr. William Blank 
WINS THE SHOES! 


Mr. Blank is awarded a pair of our fa- 
mous (name) shoes as the winner of our 
“How Far Do You Walk During Your 
Day’s Work” Contest. His daily aver- 
age is... .miles. 


To every man who walks a lot, or must be 
on his feet a lot, we recommend our 
(name) shoes. Their scientific construc- 
tion assures correct foot support and all- 
day comfort. We fit you carefully and 
skillfully—“breaking in” is avoided. Good 
quality, plus correct fit, assures maximum 
service. Thus (name) shoes are the most 
economical you can wear, as well as the 
most comfortable. 


YOU OWE IT TO YOURSELF TO COME IN 
IN AND TRY ON (NAME) SHOES DURING 
FOOT HEALTH WEEK 


Your Store Name 

















LETTER TO ALL ENTRANTS 
Mr. Bill Smith 
Dear Sir— 


Though you did not win the FREE SHOES in our 
“How Far Do You Walk During Your Day’s Work” 
Contest, which went to Mr. William Blank, we wish 
to thank you for your interest. 

THIS LETTER IS WORTH $1.00 TO YOU. We 
would like to have you see, and try on, our famous 
(name) shoes—the most comfortable a man who 
walks lots can wear. 


Should you decide to buy a pair, this letter entitles 
you to a discount of $1.00 from the regular price. 
Please bring this letter with you. 


Yours Very Truly, 
(Store Name). 
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Foot Health Now 


Three Reel Motion Picture 
“with Sound” Used Success- 


fully to Supplement Manu- 








tacturer’s Ten-Lesson Course 






in Retail Shoe Selling 








F oot health has been taught by 
charts and graphs, by books and magazine ar- 
ticles, by schools and colleges, by speeches and 
magazine advertising. Popular as some of these 
methods are, none of them have the strong ap- 
peal of the talking moving picture. “Why not, 
then,” thought E. T. Wright & Co. Inc., of 
Rockland, Mass., one day last year, “teach foot 
health through the medium of a talkie?” And 
therein lies a story. 

E. T. Wright & Company’s largest volume is 
the manufacture of the Wright Arch Preserver 
Shoe for Men, one of the first shoes built to 
promote foot health and comfort. So great was 
the need for such shoes that many retailers built 
and maintained profitable businesses selling Arch 
Preservers. 

Since the economic break in 1929 Arch Pre- 
server sales have suffered like all others. But 
as sales began to fall off the company making 
the shoes redoubled its efforts to find ways and 
means to keep up their volume. 

One day in 1932 the sales manager found an 
important clue while looking over the three-year 
sales records of all the Arch Preserver dealers. 
Most of them, of course, showed declines, some 
minor, some downright alarming. But here and 
there he came across records that showed no 
decrease in sales, a few, even, that showed slight 
increases. “If these few can do it,” he mused, 
“why can’t more of them?” 

An investigation was immediately launched 
and within two weeks the cause came to light. 
The dealers who were doing well made their 
salespeople learn the Arch Preserver features 
thoroughly and present them convincingly to 
customers. The dealers whose sales were slip- 
ping merely presented a couple of pairs of shoes 
and let the customer take his choice. In other 
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Taught by Talkies 


Investigation Proves That 

Volume Is Best Maintained 

When Salespeople Are 

Thoroughly Coached on Sell- 
ing Points of Shoes 


words, quality alone wouldn’t bring the price, 
but quality, plus an intelligent explanation of 
the features that justified the price, would. 

The problem then was to find a way so to 
arouse the enthusiasm of dealers and salespeople 
that they would gain the necessary knowledge 
and be likely, in turn, to pass it on to customers. 
It was here that the idea of a talking moving pic- 
ture occurred, and, under the direction of 
Badger and Browning, Inc., Boston advertising 
agency, a three-reel film went into production. 


The first reel was devoted 
entirely to a thorough exposition of the three 
arches, :the 26 bones, and: the multitude of ten- 
dons and muscles that make up the complicated 
construction of the foot. The film was made in- 
tensely interesting by the use of trick photog- 
raphy, of phantom views that let the foot 
skeleton appear through the surrounding flesh, 
of animations that held the attention of watchers 
as surely as Mickey Mouse holds them. 

So that the story would be technically letter- 
perfect, E. T. Wright & Co. asked Dr. Joseph 
Lelyveld, past president of the National Asso- 
ciation of Chiropodists, to direct and provide 
the talking sound sequence for the first reel. Dr. 
Lelyveld explained the construction and func- 
tion of the feet; the effect of foot troubles on 
the rest of the body; and that men’s footwear 
styles had brought about features in shoe con- 
struction which were contrary to nature’s own 
dictates, and sometimes caused minor and 
major foot troubles. 

In the second reel, Charles Henry Brown, in- 
ventor of the Arch Preserver principle, took 
the stage and showed and explained graphi- 

[TURN TO PAGE 47, PLEASE| 
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Start Building Anew On Sound Lines 





This page is going to do you 
more good than anything you have read in a long 
time. It is going to show you where you are, in rela- 
tion to the picture puzzle of your industry. 

First, we want to explain the chart on this page. 
It won’t take much of an imagination for you to see 
a chart of all industry laid down alongside of it. 
That invisible chart, which you know so well, revealed 
the pageant of industry as a march of wooden soldiers 
down into the depths of despair. We don’t show 
that chart because we want an end to that form of 
regimentation that leads to defeat. Our chart starts, 
not with groups or industries, but with individuals. 
There you see them. Little fellows at work, building 
up a new line, individually and for themselves. When 
the individual says: “To hell with business in the 
mass or industry as such; I am going ahead and build 
something for myself,” then we see again the begin- 
ning of a new progress. When hundreds and thou- 
sands of individuals do the same thing, then we can 
look at the new charts of industry, and use them 
again as a measuring stick of progress. 

Time for group thinking and group talking is over. 
The fact that “the industry” is in a bad way is no 
particular answer to the individual who wants to sur- 
vive. Never forget, individuals fight for life. Theirs 
is the struggle for existence—it is the strongest of 
all appeals. No man goes out of his way to die for 


his industry, but he will work like the devil to live 
for himself. 

At present the group thought of industry may be 
deadly dull, but also at present there may be individ- 
ual possibilities for business concerns—encouraging 
and refreshing and invigorating. Live minds and 
bodies can initiate action and create business for indi- 
vidual concerns, even though the picture of the indus- 
try may be as black as the ace of spades. 

Today is as good as any to start building anew. 
Here are the advantages for the individual: He 
starts off from scratch. At the moment he knows 
as much as any man. In a way, he is just as 
clever, as skillful and as prepared. If the entire 
picture is a puzzle to industry, he—as an individ- 
ual—can put one or two pieces together and add 
to it one or two more and before he knows it, he 
sees a picture for himself. It may not be a whole 
picture, but it is large enough for him and his 
organization to make a little money and maybe a 
little profit. 


[, the past, the big operators 
were able to stage a better pretense and they looked 
so formidable in point of service and competition, 
that they were able to get into the big money in a big 
way. But in a showdown, their knowledge, after all, 
has led to no satisfactory outlet or solution. Some 
of the biggest organizations are topsy with confu- 
sions, for all standards of what they thought was 
important, have been turned upside down. As organ- 
izations, they are out of proportion to the job to be 
done. 

At scratch, there is no measure of comparison. 
The individual who has energy and ambition and en- 
thusiasm is amazed at his equality with all competi- 
tors lined up for the race. Never before in your life- 
time or mine was there a better chance for a flying 
start. 

That’s the message back of this chart that 
shows you how alert men, in an individual busi- 

[TURN TO PAGE 45, PLEASE] 
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x | DUN-DEER 
Sandals and Oxfords are the 


“IHIT Of THE YEAR 






























































— 
They are the brightest spot —the finest 
profit makers in thousands of stores 
Dun-Deers are really sweeping the country. Popular 
live in colleges, camps, offices, sports, in fact they are 
“ being worn anywhere and everywhere. Light, flexible, 
wid cool, comfortable, and, ABOVE ALL, NEW and DIF- 
ring FERENT. There is nothing else like them, for they are 
and fully protected by patent. 
ndi- 
lus- Last season Dun-Deers sold in leading stores at $4.50 ° 
and $5.00, but since our Company has acquired 
i exclusive rights to make them the prices have yielded 
ws to volume production and are now available to the 
as retailer at prices which give an extremely liberal mark- 
” up when sold for $2.95 per pair. 
rid- 
idd 
he 
ole Dun-Deer sandals are made from one piece of sole 
his leather punched around the edges and laced to the 
7 a upper in which corresponding holes have been punched. 


The quarters are laced to the vamp in the same manner. 





: IN-STOCK 

“ At present we are able through greatly increased 
ll, production to give immediate shipment on Dun-Deers. 
“ Men’s..... .31.90 

“ Womens.... 1.60 

‘ Misses. ..... 1.35 

: Child’s...... 1.20 

A and C Widths » + + Whole Sizes Only 
g 





FRIEDMAN-SHELBY csrancn) 


t INTERNATIONAL SHOE CO. 
ST. LOUIS 







When writing advertisers please mention Boot and Shoe Recorder 


St. Louis 
N.S.R.A. 


The directors of the 


National Shoe Retailers Association, by unanimous 
vote, have chosen St. Louis as the city in which the 
1934 convention will be held and confirmed Jan. 7, 8, 
9, and 10 as the official dates for the convention and 
exhibition of shoes, leather and accessories. 

The association has been assured of the cooperation 
of all the business and civic organizations of that 
city, including the St. Louis Shoe Manufacturers’ and 
Wholesalers’ Association. and the Hotel Association 
of St. Louis. 

Under arrangement with the members of the lat- 
ter association, the hotels have given to the NSRA 
exclusively the right to assign rooms to be used for 
display purposes, hence all applications for such 
rooms should be sent to the association’s head- 
quarters, 8 South Michigan Avenue, Chicago, IIl., un- 
til further notice. 

As in past years, the association announces that the 
practice of assigning rooms strictly in the order of 
receipt of applications that has served so well in 
handling rooms equitably and without favor will be 
continued, so that the rule “first come first served” 
will continue to apply. 

The association’s headquarters states that already 
it has received advance applications from a number 
of manufacturers since the close of the last conven- 
tion. 

Display rooms will be available at any hotel. The 
Hotel Statler has been chosen for the convention 
headquarters. It is believed that this selection will 
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Selected as 1934 
Convention City 


Directors Vote Unanimously to 
Hold Convention, Exhibition of 
Shoes, Leathers and Accessories in 
St. Louis, January 7, 8, 9 and 10. 


Arthur E. Ebbs has been ap- 
pointed chairman, 1934 con- 
vention committee, by Pres- 
ident A. H. Geuting. Mr. 
Ebbs acted as convention 
chairman in 1930 when 
St. Louis entertained the 
N.S.R.A. Convention that 
; year. 


meet with the approval of all members of the trade 
because of its central location in the business district 
of the city and its close proximity to the Hotels 
Lenox, Mayfair and Jefferson. 

President A. H. Geuting has appointed Arthur E. 
Ebbs, a director and member of the association’s ex- 
ecutive committee, as chairman of the 1934 Conven- 
tion Committee. Mr. Ebbs is well known for his long 
association with The Swope Shoe Co., of St. Louis. 
He will appoint a local convention committee of shoe 
retailers and department store shoe buyers to co- 
operate with him, in conjunction with the regular con- 
vention committee which consists of the association’s 
executive and managerial committees. 

Chairman Ebbs has advised President Geuting that 
nothing will be left undone for the comfort and wel- 
fare of all who will attend the convention and that 
every effort will be made to supply satisfactory ac- 
commodations to manufacturers and others desiring 
display rooms. 

He also announces that all applications for display 
rooms should be made to NSRA headquarters, until 
further notice, and not to him or to the hotels. 

Chairman Ebbs is confident with the support 
already offered him and the association by the busi- 
ness and civic organizations of St. Louis the 
1934 meeting will be recorded as exceeding in inter- 
est, value and attendance any of the conventions and 
exhibitions held in recent years, which the trade has 
enthusiastically acknowledged as having been out- 
standing successes. 
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4 eee Peters Plan Takes the “Guess } 
y Work” Out of Operating a Shoe Store | 
to 5 
of 
in 
0. 5 
ap- 
n- 
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Ar. 
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en 
he 
‘at and “a front view of his ex- 

clusiye shoe store in Tulsa. 
le Read What This Progressive Merchant Has to Say... 
: “Through the co-operation of the Peters Shoe 
s Company, St. Louis,*Mo., I opened a new store Under the Peters Plan you 
' under the Merchants Service Plan, in Tulsa in smal mr — “ _— 
“0 P sizes and wi s that are 
“ September, 1930. I have operated this store under pers ie setae 
" the Plan long enough to become thoroughly con- Pa este ti 
4 vinced that it is the best known system of operating matuiele, pultemn end heal 
. a shoe store that I have ever seen. heights that your community 
e requires; the lines that should 


Lele 





My success with this plan in the store opened in 
1930, has, through the co-operation of the Peters 
Shoe Company, caused me to install this same 
system in my Department Store located at 2309- 
2311 East Admiral Boulevard, Tulsa, where we 
enjoy a nice shoe business. 

After a thorough tryout of Peters Shoe Company's 
Merchants Service Plan, we heartily endorse the 
Plan and will say that it takes the ‘GUESS WORK’ 
out of the shoe business.”’ 


Very truly yours, 
ED C. ANDERSON. 


Complete Information on 


be advertised; whether your 
turnover is satisfactory; how 
your expenses compare with 
profits; the amount of your 
inventory daily, by depart- 
ments; and the relation 
between your assets and lia- 
bilities...in other words you 
KNOW where to eliminate 
waste in buying, operating 
and selling. 








Peters Scientific Plan of Shoe Store Operation can be Secured by Writing .. . 


a } Saint Louis 
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STRESS THE FUNDAMENTALS 
Fashion . .. Quality... Value 


oh phe the extremes of overspending and over- 
cautiousness, lies a sound, sensible advertising pro- 
gram for every retail store, even in these troublous 
times. First, let us frankly admit that advertising does 
not return the dividends to which we were once ac- 
customed. Neither do a host of other things we will 
refrain mercifully from mentioning. 
vvv 


A vast army of courageous citizens are sick and tired 
of depression rant, even though they still bear the 
arrows of outrageous fortune. They are squeezing out 
dollars here and there for things that will restore the 
decent appearance they once possessed and have de- 
termined to regain . . . . You cannot hoodwink them 
with shoddy goods at cheap prices. 


Vvvvyv 


In my humble opinion the most effective advertising 
today is stripped of puff and generalities, and 
presents in clear, concise language a definite shoe or 
group at an attractive price. We are living in an era 
shorn of pomp and circumstance. 
vvy. 


Stress fundamentals of fashion, quality and value. 
Have you noticed how leading national advertisers have 
sensed the public mind, discarded frothy far fetched 
and superficial appeals, and written down their ad- 
vertising to the cold, calculative level of present-day 


thinking? 
—CHARLES R. CASSIDY. 





Not long ago, the owner of a 
prominent retail store summoned his advertising man- 
ager and very solemnly issued this edict: “Cut adver- 
tising down to a minimum—these days it doesn’t pay 
anyhow.” Whatever the retort courteous of the A.M. 
was, his strange-interlude personality protested, “Shall 
we shut up shop, too—business itself doesn’t pay 
either !” 

Between the extremes of overspending and overcau- 
tiousness lies a sound, sensible advertising program 
for every retail store even in these quite troublous 
times. First, let us frankly admit that advertising 
does not return the dividends to which we were once 
accustomed. Neither do a host of other things we 
will refrain mercifully from mentioning. Nor have 
newspapers reduced rates in proportion to their di- 
minished influence. Nor has your good old Uncle 
Sam proved much of a help by adding fifty per cent 
to postage bills. Nor—many other arguments. 
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Should a Shoe Store Pare Adver- 
tising to the Bone and Make Its Bid 
for Business on Cheap Merchan- 
dise ?—Or Is There a Sane, Sensible 
Policy, Suited to Conditions of 
Today, in Which Promotion Can 
Be Used to Sell Shoes at a Profit? 


By 
CHARLES R. CASSIDY 


Advertising Manager 
Dalsimer’s, Philadelphia 


Notwithstanding all your woes, past and present, 
you expect to do business in the black. So you must 
find ways to coddle your own customers and win 
a substantial share of new trade. And that consum- 
mation, devoutly to be wished, can be achieved only 
through some form or forms of advertising. 

Business, by this time, should have divested itself 
of frills and unsound practices. It’s a new race, and 
we're starting from scratch. Unless a house finds 
itself in serious financial straits, this is a time when 
judicious advertising can be made to do a real job. 

Let’s look at our public. Families all over the coun- 
try are adjusting themselves to conditions. Family 
budgets again start off with the necessities of life. 
Luxuries are deleted. Bread and butter occupy their 
traditional places of honor on the table. Many folks 
are finding out that cars with horsepower to match 
their own earning power serve quite as well as the 
big ones in the brackets above. 


[, a word, we are reverting 
rapidly to brass tacks. Whatever dilemma business 
may still be in, it is evident that the average citizen 
has deflated his affairs more speedily and completely. 
He has written off his losses, swallowed his regrets, 
girded up his loins, set his house in order and turned 
his face toward the sun. 

A vast army of courageous citizens are sick and 
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PROMOTION-OR PRICE? 
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tired of depression rant, even though they still bear 
the arrows of outrageous fortune. They are squeez- 
ing out dollars here and there for things that will re- 
store the decent appearance they once possessed and 
have determined to regain. 

But what a canny lot they are today! You cannot 
hoodwink them with shoddy goods at cheap prices. 
The average shopper measures his or her values by 
known savings on nationally advertised products of all 
kinds. When a man can own a “formerly $8.00” hat 
for $5.00, there’s not a Chinaman’s chance that he will 
continue to buy his usual brand of shoes unless they 
have met the market in price and quality, and he has 
been repeatedly reminded of the fact. 

Is there any news in shoes today? Well, let us see 
what has happened recently in your store. Nothing 
short of a revolution. Not a price is anywhere near 
its old level. Your merchandising pattern has been 
thoroughly reconstructed. There are values whose 
magnitude seem incredible. No news? Why, your 
business teems with front page stories. Is your ad- 
vertising program adequate to spread the news? 


Wether you build your budget 
on the sales percentage basis, or employ any other 
formula, keep your advertising as far as possible in 
proportion to the importance of your store in the 
community. If you have a message that means sales 
and profits, then provide the way of placing that mes- 
sage before your potential customers. 

It is no valid argument against advertising to ac- 
cuse it of reduced efficiency. Compared with any other 
major department of business, buying, selling or 
credit, advertising need not be ashamed of its per- 
formance. Even executive management is producing 
no better return on investment than the advertising 
department. 

I firmly believe that attractive windows, good, con- 
sistent, but not necessarily large newspaper advertis- 
ing, and a limited amount of direct mail, these three 
items and virtually nothing else, provide backbone 
and body of a sound advertising plan for this year. 

With fewer advertisers represented in the news- 
papers, and aggregate lineage tremendously reduced, 
you can wisely use smaller space and still secure the 
same relative visibility and effect. And the news- 
paper, finding fewer calls for “right hand page top 
next to reading matter,” “society page top,” and other 
front row seats, are now able to satisfy nearly every 
position request. Indeed, you should make a demand 
rather than a request. That’s another way of getting 
more out of your advertising dollars. Insist that each 
advertisement, be placed top of page presumably most 
interesting to the folks you desire to reach with that 
particular message. 

In my humble opinion, the most effective advertis- 


CHARLES R. CASSIDY 


ing copy today is stripped of puff arid generalities, 
and presents in clear, concise language a definite shoe 
or group at an attractive price. We are living in an 
era shorn of pomp and circumstance. 


No doubt, you have read a 
list of the ten most beautiful words in the English 
language, selected recently by a group of eminent 


lexicographers. Let me submit just three, not on 
their list, which I am convinced are commercially 
quite as beautiful for effective shoe copy: Quality, 
Value, Economy. You may use their snooty syno- 
nyms if you prefer, but these three homely, trite, 
well-used and too frequently abused words, trans- 
formed into convincing copy, will swing more sales 
this year than any other arguments. 

One of the most serious problems confronting re- 
tail stores today is that of retaining the class of people 
it terms “our own customers.” This is the group 
that formerly thought of you first when in need of 
shoes, and purchased practically every pair from you. 
What has happened to them? They are buying fewer 
shoes, of course. But look farther and you will find 

[TURN TO PAGE 43, PLEASE] 
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OCS 


or RUBY KID sy 
FERN 24 POOR CO. 


Among the better known makers of staple turn footwear 
is this old Newburyport house. Familiar with the fine 
traditions of hand craftsmanship as well as the most 
modern methods and equipment, their selection of and 
dependence on Ruby Black Kid is an endorsement 
of great weight. No manufacturer can say more 
than, “I use Ruby Black Kid” . . . and 


no retailer can ask for more. 


* 


Leather 
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Nothing excites the imagination and attracts window shoppers like displays developed around major news events. This window, installed 
in Macy’s, New York, at the time of this store’s introduction of the M. W. Locke shoes, capitalized the extensive publicity received by 
Dr. Locke, who attracts thousands of patients each year to his foot clinic in Williamsburg, Canada. The dominant appeal in this window 


is the personality of the doctor himself. A large picture of him is the focal spot of the display. 
Note the few pairs of footwear displayed. Blow-up photographs are gaining in use as attention value window material. 


circular cut-out. 


It sets back and is seen through the 


Teach Foot Health Through Windows 


Plan Educational Displays for National Foot Health Week 


Visual promotion will play a 
leading part in successful merchandising in 1933. 
Regardless of what customers use for money, they 
will be keenly critical of merchandise and must be 
shown before they buy. Moreover they must be 
shown the use of goods through visual display 
and practical demonstration. Selling becomes 
more and more an educational job. Windows 
afford an ideal avenue of visual education. 
Promotion of National Foot Health Week, 
which will be observed by retail shoe stores every- 
where April 17 to 22, is primarily an educational 
job. It differs essentially from shoe promotion on 
a style appeal, although style can be stressed to a 
limited degree. The customer who buys shoes for 
foot health is interested primarily, however, on 
what the shoes will do rather than in how they 
look. This is an important thing to remember in 
planning “ window displays .for National Foot 


Health. Week and the weeks immediately pre- 
ceding. 

A good Foot Health Week window should 
afford a practical demonstration of the shoes, what 
they are intended to accomplish and the special 
features through which they accomplish their 
purposes. It should not, however, be too compli- 
cated or too technical. It should be attractive 
from the standpoint of appearance and arrange- 
ment, just as every other window display should 
be attractive. Above all, it should be interesting, 
and its interest should be broad, so as to appeal 
to the large class of customers who are prospec- 
tive purchasers of the shoes, rather than to the 
limited group who are acutely afflicted with some 
form of foot trouble. 

In planning a proper window promotion for 
National Foot Health Week, the first question is, 
when to start. Foot Health Week has been 
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Always first with the new and 
distinctive, Bayer-Robertson 
present the reptile of the 
hour . . . White Washable 
Snake. 


Smart... supple... durable 
... easily cleaned ... richly, 
finely grained . . . every at- 
tribute for immediate and 
overwhelming success in the 
field of spectator sports foot- 
wear. 


The first merchant in every 
town to sell White Washable 
Snake is going to get the 
cream of the trade. Your 
manufacturer will be glad to 
cooperate with you on an 
advance showing. 
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An effective window display by Brouwer’s, Milwaukee, featuring orthopedic footwear. This window is interesting enough to attract atten- 
tion, and at the same time it carries an educational message and a strong selling appeal. 


purposely planned for the week following Easter 
in order to give a stimulus to sales with which to 
offset the let-down which naturally follows the 
Easter sales push. There-would seem to be very 
little object, therefore, in featuring Foot Health 
Week in the windows, even in a preliminary way, 
before April 17th, which date makes the beginning 
of the Foot Health Week observance. Before 
that the activities of the store and the interest of 
the public will be focused pri- 


thing Monday morning. Some stores change their 
windows on Sunday, but in any event the Foot 
Health Week display should be in before Monday 
noon, so as to start the week off “with a bang.” Jf 
you give the public a complete change Monday morn- 
ing, pull out the Easter windows and launch the Foot 
Health Week promotion in a big way in your win- 
dows, the reaction will be favorable and stimulating. 
A complete new selling story after Easter, based on 

foot health instead of style, is 





marily on Easter footwear and on 
Spring shoes featured from the 
style angle. The average store 
would find it rather difficult to 
carry the two promotions along 
simultaneously, although the 
store that specializes mainly in 
corrective shoes may find it ad- 
vantageous to feature a _prelimi- 
nary Foot Health promotion, in 
its windows, for the purpose of 
building up interest in advance. 
Assuming that a store decides 
to launch its Foot Health Week 
window publicity on April 17, the 
windows should be planned well 
in advance and all of the material 
should be provided so that the 
window can be put in the first 





window displays 


This Foot Health Week poster, 16 x 20 
inches, in two colors, is available for 


and general promo- 
tion. Information will be supplied by 
Boot and Shoe Recorder 


needed to promote sales. 

The accompanying illustrations 
are excellent examples of cor- 
rective shoe windows. The Macy 
window at the beginning of this 
article was used to announce the 
recent opening of that store’s Dr. 
Locke shoe department. Natu- 
rally its purpose was to capitalize 
the tremendous interest in Dr. 
Locke’s accomplishments and 
through him to arouse interest in 
the shoes. Most people had heard 
or read of Dr. Locke, so it was 





good psychology to feature hii. 
in the window through effective 


use of the large portrait, The 


on request. [TURN TO PAGE 59, PLEASE], 





various types of Dr. Locke shoes. 
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of a series of peu and camera 


NO. sketches in a modern tannery, 


tracing the successive opera- 
9 tions in the conversion of 


raw goatskin into Glazed Kid. 

















Down the center of a long, brilliantly 
lit room are tables at which men are 
carefully sorting out skins for the color- 
ing process and shavers. Seventeen small 
and nine large shaving machines are 
around the walls. This is the first room 
we glimpse on today’s journey of viewing 
the operations that will end with “color- 
ing” the skins in the department shown 
above. 

“Sorters” are men who, through long 
experience with kid skins, know how 
each one will react to the application of 
various colors, in which of the various 
weights, types and sizes it will give the 
best results. They must be expert in 
their choices and selections, and adept at 
judgment, or the retailer and the manu- 
facturer will not get the best possible 
leather. 

From the sorters, the skins go to the 
“shavers”. At the small, one-man ma- 
chines, each skin is guided under sharp, 
swiftly rotating knife blades, which are 
regulated by the pressure of a footlever 
and by exact mechanical adjustments to 


SURPASS 


Sorting, 


shave the skin to a uniform thickness. 
By this evening-up of the thickness of 
the skins, the manufacturer is provided 
with an absolutely uniform piece of 
leather, one that will stretch evenly and 
smoothly and that will fit snugly on the 
last. 

Tanned, assorted into various groups 
and shaved into uniform thickness, the 
skins go into the coloring room where 
each lot is first weighed .. . for not alone 
in the tanning processes, but in all chemi- 
cal baths to which the skins are exposed 
we have found that best results are ob- 
tained by using precise amounts of solu- 
tions and materials per unit weight of 
skin. 

A definite weight of skins is thrown 
into a “drum” with a definite amount of 
solution, the machinery is turned on (by 
a lever the workman is moving in the 
illustration) and the skins are kept in 
the agitated liquid until thoroughly dyed. 
Next, they are “fat-liquored” in drums, 
in a solution of oils . . . an important 
step in conditioning the leather. Men 


shaving, & Coloring 


then wash the skins with a hand bath in 
pure water (this is what is being done 
in the foreground of the illustration) 
and the lot of skins is ready to move 
along. 

“Which of many dyes to use?” and 
“What ways to apply these dyes?” are 
questions that have commanded an un- 
believable amount of our research. Our 
chemists and our coloring department 
have studied and worked with every pos- 
sible combination of dyes that has shown. 
the slightest promise or suggestion of 
being worthwhile, a list of chemicals 
and compounds running well into the 
hundred. The strong, thorough, even, 


_and uniform color of our skins is very 


probably a direct result of thus arriving 
at the best combination of dye and 
method-of-application by patiently elim- 
inating the less satisfactory combinations, 
one by one. 

In the next sketch, number 10 of the 
series, we will trace the lot through vari- 
ous conditioning treatments it receives on 
its way to the glazing and finishing de- 
partments. 








Black and colored glazed kid for 
outside stock and linings (also gen- 
uine Kangaroo) can be obtained 
from Surpass in any grade and 
of standard unvarying quality 


LEATHER CO. 


gth & Westmoreland Sts. 
PHILADELPHIA 
New York Chicago 
Cincinnati Milwaukee St. Louis 


London (England l) 


Boston 
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WENTY years ago the Wright 

Arch Preserver principle in 
shoe construction was an idea— 
nothing more. Today, it is recog- 
nized as the soundest principle ever 
developed for providing natural sup- 
port for the foot; for encouraging 
foot health; for relieving many of 
the commoner types of foot trouble. 


Because the patented Arch Pre- 
server features have never been 
matched or duplicated, shousands of 
doctors, chiropodists, podiatrists 
and orthopedists prescribe Wright 
Arch Preserver Shoes for patients 
burdened with weary, aching feet. 
Hundreds of thousands of men 
depend on them for a degree of 
foot health and comfort nowhere 
else available. 


Avoid destructive 
price competition 
As a result, sales of Wright Arch 
Preserver Shoes have suffered less 
from the recent onslaught of price 
competition than those of any other 
high-priced shoe in the men’s field. 
Many retailers are making up on 
Arch Preserver sales the profit that 
has slipped away on low-priced 
volume. 


In 1933, Wright Arch Preservers 
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Wright Arch Freservers 


Now national advertising will reach 
millions of new prospects and more 
thousands of doctors and chirepodists 


sively than ever. Through the 
medium of consistent national ad- 
vertising, the patented, exclusive 
Arch Preserver features will be 
driven home to millions of new pros- 
pects; additional thousands of doc- 
tors and chiropodists will send 
willing and profitable customers to 
Arch Preserver dealers. 


The only shoe with 
nature’s treadbase 


Feature shoes will come and go, 
but twenty years from now Wright 
Arch Preserver Shoes will still be 
bringing foot health and comfort 
to hundreds of thousands of men, 
will still be recommended by the 
majority of medical men. For the 
Wright Arch Preserver is the only 
shoe for men constructed on exactly 
the treadbase nature intended for 
the human foot. 

There are a few Arch Preserver 
franchises open to retailers interest- 
ed in a time-proven reliable feature 
shoe which has convincingly demon- 
strated its capacity to se// at a profit 
—in bad times and good. We shall 
welcome inquiries for further in- 
formation from responsible dealers. 


will be merchandised more aggres- 





























Wright Arch Preserver Shoes 

for Men have exclusive pat- 
ented features which prevent foot 
troubles and relieve foot defects al- 
ready acquired. 


Steel shank (1) is permanently an- 
chored in correct position. Designed 
to provide scientific support for long 
arch. Prevents flat foot without un- 
natural propping. 


Metatarsal support (2) of normal 
height and in correct position in every 
size of every style of Arch Preserver. 
No other shoe can duplicate this 
anchored metatarsal support which re- 
lieves metatarsalgia and tension in ten- 
dons and muscles. 


Insole (3) permanently flat across 
the ball. Allows full room for the foot 
to exercise, encourages normal cir- 
culation in the small blood vessels be- 
tween the metatarsals. Prevents 
Morton’s toe and “burning sole.” 


Fitting from heel to ball (4) pro- 
vides complete support by accurately 
placing the weight-bearing structure in 
the corresponding portion of the shoe. 


* 





E. T. WRIGHT & CO., Inc., Rockland, Massachusetts 
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Travelers Endorse Foot Health Week 


W. T. MITCHELL 
President 
National Shoe Travelers Association 


National Organization Backs Move- 
ment Through Its President— 
Commends Appeal of Increased 
Service to Customer as Excellent 
Opportunity for Grading Up Shoe 


Sales and Increasing Trade 


l. is a pleasure to give our 
endorsement to “National Foot Health Week,” 
April 17 to 22, the movement being sponsored 
by the Boot and Shoe Recorder, for the selling 
of more shoes and directing the attention of 
all wearers of footwear to the value of in- 
creased interest in the health of the feet, 
through properly fitted, carefully constructed 
shoes. 


The movement of the Boot and Shoe Re- 
corder to feature “National Foot Health 
Week” is most commendable for many reasons 
—the principle of which is, that people can 
now comprehend and be consoled because the 
average shoe store has a shoe that can correctly 
fit the foot, bringing with it comfort and 
health, togethef with style and quality. 


“Foot Health Week” will be a comfort and 
profit to all merchants who continue their 
selling along the plan suggested by the Boot 
and Shoe Recorder. In this way they will at- 
tract more customers to the store and make 
these customers more solid, substantial and 
permanent. Commercial traveling salesmen 
heartily welcome every constructive merchan- 
dising idea as is this one, which helps to pro- 
mote the sale of more shoes that are depend- 
able, reliable and comfortable. 


W. T. MITCHELL, President 
National Shoe Travelers Association. 
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When he SAYS, 
“MADAM, THIS HEEL 
WILL NOT SCUFF!” 


... she listens! 


It pays to mention 
du Pont’s new 
PYRAHEEL! 


REG. U, S. PAT. OFF. 


H”™ MANY women’s shoes are 
ruined because a sharp curb, or 
the clutch pedal on a car, or the leg 
of a chair scraped a nasty gash in 
one of the heels! She knows—it’s 
happened to her! That’s why it pays 
to be able to say: “Madam, these 
heels are covered with Pyraheel. 
They will not scuff or scrape.” 

More than that, Pyraheel gives 
shoes added beauty and style, too. 
It reproduces standard shoe mate- 
rials in texture, color and pattern. 
Lizard, alligator, kid, calf, moire— 
the actual grain is embossed right 
on Pyralin. Pyraheel can also be 
embellished or decorated just as shoe 
tips have been decorated for years! 

Ask your shoe manufacturer for 
complete information. Or write us. 
Du Pont Viscoloid Co., 350 Fifth 
Ave., Dept. 25, New York City. In 
Canada: Canadian Industries, Ltd., 
Pyralin Division, Montreal, Que. m 


Above: PYRAHEEL covers the heels of these shoes by Laird Schober! 


Left: This ‘‘scuff-proof” heel is covered with Pyraheel in kid finish, 


DIFFERENT IN 5 WAYS 


1. PYRAHEEL will not scuff or mar, or show signs of 
wear. It’s scuff-proof! Easily cleaned to original beauty. 

2. PYRAHEEL gives a new sales argument, combining 

style and extra-long wear. 

3. PYRAHEEL strengthens the wood block. Cemented to 

the wood, it helps to prevent broken heels. It’s lighter in 

weight. 

4. PYRAHEEL can be adapted to fit any style or type of 

shoe ensemble. 

5. PYRAHEEL is a superior heel cover, better for high- 


grade shoes, better also for the cheaper grades. 





FOR SCUFF-PROOF HEEL COVERS 
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HELP 3 


be 


yourself ! 


E HAD been calling and getting 

some business for the past two 

seasons. He had seemed much 

like any other salesman on the 

road—a nice, likeable chap, who 

knew his line of shoes, and how 
to present them. 

But here he was suggesting that under the 
right sort of set-up, he and his house could be 
of a lot of help to the retailer. This retailer 
had heard of that—many times. Every manu- 
facturer, he said, was shouting it, singing the 
same story in a slightly different tune. 


A Matter of Mutual Interest 


“As a retailer,” the salesman continued the 
discussion, “you are entitled to support and 
help. The house that sells you goods and the 
salesman who represents it should know about 
your business. After all, when you buy from 
us you are our retail outlet. Therefore, ours is 
a mutual interest. 

“Yesterday,” the salesman went on, “when 
I asked you to let me take an inventory of a part 
of your stock, you said, ‘Yes, go ahead,’ but 
you said it in a way that showed you felt sure 
nothing could possibly come of it. You were 
just humoring me. I don’t blame you for that 
attitude. But I think I’ve learned some things 
about your stock that you don’t know, because 
if you did you’d do something about it.” 


A New Kind of Retailer Help 


Pretty soon their heads were together over 
the figures the salesman had made. He proved 
that the stock could be reduced 40%, and still 
have more shoes that would sell than at present. 
He pointed out a poorly balanced condition, and 
outlined the remedy. Duplicated styles, an ex- 
cessive number of odd lots and end sizes, too 
much here and not enough there—all these 
things stood out like a sore thumb, from the 
analyses that had been made. 

Then the salesman outlined a simple control 
plan to overcome all these difficulties. He out- 
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ME RUNI 


lined also the meshing of the control plan with scientific 
buying, so the stock would always stay in liquid condition. 
He followed with suggestions on store arrangement, ad- 
vertising, and window displays—proved himself pretty 
thoroughly familiar with the retail shoe business. 


One More Manufacturer-Retailer Tie-Up 


“Well,” the retailer said finally, “I*ll have to admit that 
what your house claims is true. You and your people do 
know something about the retail business.” After a few 
minor differences had been agreed upon, another retailer 
joined the growing group who find profit and satisfaction 
in the Brown Concentration Plan. 
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TIS not at all surprising that retailers at first 
doubt the ability of a manufacturer and his 
salesman to see the retailer’s business from the 

retail point of view. It is hard to believe that a man- 
ufacturing organization with no investment in retail 
outlets can be of help in the operation of a retail 
business. 

As a matter of fact, however, the Brown Shoe Com- 
pany has had, for the past 15 years, a department 
concerned only with the welfare of its Concentration 
retailers. That department is manned by a staff of 
specialists whose services the average retailer could 
not afford. Yet the Brown Concentration retailer 
gets their services free. 


When the Brown Shoe salesman approaches you 
on the subject, give him an open-minded hearing, as 
he will not mention it unless he has good reason to 
believe that the plan will fit your business and you 
will fit the plan. 


Wrewe Gace Gorgas, 


ST. LOUIS 
Manufacturers of the Concentration Line—including Buster Brown 
Tread Straight Shoes for boys and girls and BROWNbilt 
Tread Straight Shoes for men and women. 
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Promotion—Or Price? 


[CONTINUED FROM PAGE 29] 


that many have turned into shoppers. 
They are looking around. They are 
willing to gamble an hour to save a 
dollar. 

A thoughtfully prepared and well- 
timed series of mailings aimed to keep 
every customer “in the family,” and 
win back the prodigals would be a wise 
investment for many if not all stores. 
If you’ve met changed conditions with 
changed prices, but unchanged quality, 
tell them so. If your policy is neither 
reactionary nor radical, there’s a mes- 
sage of merit and value for them. 

Many announcements are as effective 
when printed on plain government 
postcards as in more elaborate and 
costly forms. Very often the one-cent 
permit mailing will perform as good a 
job as you will get for three cents. 
Two half-cent stamps make many en- 
velopes appear first-class to their re- 
cipients. 

If you agree with me that erstwhile 
thoroughbred customers have been con- 
verted into shopping hounds, then you 
will admit the increased importance of 
windows. Probably less should be 
pared from this item than from any 
other major item of the budget. Here 
indeed is advertising space of blue- 
white diamond value, front page posi- 
tion, if you please, and the upkeep neg- 
ligible in comparison to its power for 
good. 

Plan the most irresistible windows 
you can imagine this year. Spotlight 
real values and shift scenery fre- 
quently. Stress fundamentals of fash- 
ion, quality and value. Have you no- 
ticed how leading national advertisers 
have sensed the public mind, discarded 
frothy, far-fetched and superficial ap- 
peals, and written down their adver- 
tising to the cold, calculative level of 
present-day thinking? 

So, in the windows as in newspapers, 
avoid any language of words, ideas, 
colors, figures or symbols that rise 
above the present, practical frame of 
mind of the average man and woman. 

Yes, the public is shopping as never 
before. Take Mrs. Smithers, for ex- 
ample. She is your customer. She 
and her family previously purchased 
90 per cent of their shoes from you. 
Now, she is conceivably merely 50 per 
cent yours. She snoops around, com- 
pares values, and inevitably becomes 
familiar with stores she never consid- 
ered before. That’s one reason why 
windows must be more alluring than 
ever. That’s why you cannot afford to 
permit your window appropriation to 
dwindle to a dangerous point. 

Many stores will find it sound strat- 
egy to rely on windows to snare the 
shopper, direct-mail to hold present cus- 
tomers, and newspapers to clinch both, 
and bring new business. 

What about the radio for retail shoe 
stores? The air without doubt holds a 
lure and fascination, but unless you 
have a sizable item for publicity in 
your budget, or find yourself with a 
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Here’s How They Wear Combination Shoes 


[CONTINUED FROM PAGE 16] 


it promises to become a leader in tailored town types 
for early Fall business. 

Contrasting vamps and quarters suggest the obvious 
solution to the problem of combining these two ma- 
terials and colors. But 1933 models used heel and 
vamp of the darker leather and quarter of the light, 
reversing the old order of 1922, when the idea was 
last in fashion. As new Fall shoes get under way, 
we will undoubtedly see the combining done on the 
horizontal rather than on the vertical—a high cut 
oxford, for instance, introducing a spat-like effect 
for the upper part of the vamp and quarter. Rumors 
of oxfords cut so high that they give the effect of 
low boots suggest that the 60/40 shoe may take some 
very striking forms for Fall. 

The favored leathers in the 60/40 shoe, as it is 
styled for Spring, are light neutrals in suede calf 
with darker baby calfskin, kidskin with suede, rep- 
tiles with calf, kid or suede. White leather is used 
for the quarter and darker calf or patent for the vamp 
and heel of certain models to be worn in town with 
Summer clothes. These shoes are strikingly dif- 
ferent from the Spectator Sports types in white com- 
binations. In Fall color combinations we may expect 
to see medium gray and black and medium brown and 
darker brown combinations taking the lead. 

We can find four good reasons for the rise of the 
60/40 shoe. First of all it fits in with the broader 
sweep of the new fashion picture. The swagger idea 
in cape costumes, tailored suits and sports clothes 
accentuate strong lines rather than “prettified” detail. 
It is quite in keeping to find that shoes reflect this 
trend and that actual detailing of leathers stresses a 
strong tailored silhouette, an importance in pattern 
treatments, rather than an interest in applied decora- 
tion. 

And for the second reason:—Color combinations 
in clothes have paved the way for these new two-tone 
effects in shoes. In so many Spring suits, the coat is 
one color, the skirt another; in so many ensembles 
strong areas of contrasting color are introduced. Our 
eyes have become accustomed to strong color contrast. 
So we like it when we see it in footwear. 

Thirdly, the 60/40 shoe, if cleverly done, has a way 
of reducing the apparent size of the foot. The broken 
up areas do a camouflage stunt, the lighter tone melt- 
ing into the stocking color. Women want their feet 
to look small again and any shoe fashion that can 
turn that trick gets their approval! 

And the fourth reason is all three others put to- 
gether :—The 60/40 shoe is different. It’s a new deal 
in fashion. That’s what we want, and the only thing 
that can stimulate business. 

Right here someone rises up to say, “I call the 
60/40 shoe ‘a markdown shoe.’ A woman is attracted 
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to it because it looks new. But when she gets to 
thinking it over, she buys a monotone and the com- 
bination model stays on the shelf.” 

Well, perhaps. Perhaps if most customers were 
left to their own devices, they would walk out of the 
store without buying any shoes at all! But if the 
shoe salesman knows his job, he can turn the custom- 
er’s moment of doubt into decision. He can intrigue 
her into trying out the new fashion idea. He can 
put over the real versatility of the 60/40 shoe. Com- 
bination shoes are, in reality, just as neutral as 
monotone shoes. They have, in fact, been called the 
“newer neutrals.” One of the tones of the combina- 
tion shoe will invariably blend into the stocking shade. 
It does not, therefore, introduce any* odd note into 
the costume but simply increases the area of the 
hosiery color. If the wearer wants to echo that color 
note in some other part of her costume, so much the 
better. If she doesn’t, she can still wear the com- 
bination shoe. The shoe clerk showing the 60/40 
shoe does well to show blending hosiery at the same 
time. It may make a stocking sale. And it helps to 
put over the versatility of the shoe itself. 

Suppose for instance a woman chooses a brown 
and beige shoe, worn with closely harmonizing beige 
hosiery. She can wear it with a beige costume, a 
brown costume, with a multi-color print or with a 
solid high color. The 60/40 shoe will fit in with the 
wide variety of costumes and it offers more oppor- 
tunity for interesting effects in accessories than would 
be possible with a monotone shoe. 

It takes a bit of imagination and a good big grain 
of fashion sense to see the possibilities of the 60/40 
shoe. But we say—again—it takes a lot of doing to 
do business at all these days. So let’s do our bit to 
promote the 60/40 idea. It’s new. It’s smart. And, 
with the right push behind it, it should go over! 


Build Business Anew 
[CONTINUED FROM PAGE 24] 


ness can, with the right start, make it a better 
year by thinking and working on the up and up. 

Things that were bought three years ago have 
begun to wear out. In the field of merchandise, the 
majority of people in ’29 had a surplus of supplies. 
In three years they have made full use of what they 
had accumulated—suits and shirts and shoes have 
been used and re-used. It is obvious that there are 
a lot of things that must be replaced. Let us say 
that people are only buying what they absolutely have 
to buy. Those who work with their hands and those 
who work with their brains, who are in a position to 
buy, are getting more for their money than they have 
in twenty years. There is the basis for individual 
progress—no matter what the chart of industry may 
show, the individual is again—the important unit 
upon which to build anew. 





This picture of 
comfort illus- 
trates ZAPON, 
Quality 87, for 
slipper uppers 
8 

Another sug- 
gestion is Izar- 
ine, asoft, lux- 
urious suede- 
like fabric 





STYLE... 


plus a decided 
SALES ADVANTAGE 


ZAPON Leather Cloth makes 
stylish, attractive, long-wearing 
slippers to sell at appealingly 
low prices. 


Good design and workmanship 
makes a fair slipper. Make that 
slipper of ZAPON Leather Cloth, 
and you have a good slipper, 
that’s a quick seller. 


Get the style and sales ad- 
vantage of ZAPON into your 





slippers, and 


Beautiful, rich, 
Izarine-suede is 
offered in many 
captivating colors. 
It’s a consistent 
money maker. 


you'll be on 
the way to 
profits that 
will amaze 
you 


IZARINE 











THE ZAPON 
COMPANY 
<i> A Subsidiary of Atlas Powder Company 
STAMFORD 
, CONNECTICUT 





















The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it is 









constantly imitated but never equalled 










ITS QUALITY © 


is just as superior as its appearance 


SS Own wo ety ey ma 









ee >P ] 


THE TRADE-MARK 
is the hall mark of fine shoemaking 







UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 

















When writing advertisers please mention Boot and Shoe Recorder 





Boot AND SHOB RECORDER 


combining THp SHOE RETAILER, March 18, 1933 


Fitting Feet Is Your Job 


[CONTINUED FROM PAGB 19] 


with ideas of their own—and men too 
for that matter—who not only bring 
their troubles to us but also have quite 
definite ideas as to their correction. 
Right then and there it is our duty to 
advise them what a foolhardy thing it 
is to go to a doctor and tell him that 
they have a small ailment, perhaps in 
the stomach, and they feel that an 
ounce or two of castor oil will fix them 
up. Would it not be natural for the 
doctor to say: “Since you know the 
ailment and the proper remedy, why 
come to me for advice?” 


Insist on Right Fit 


It is sometimes rather difficult for us, 
but nevertheless we must insist, after 
the symptoms of the trouble are re- 
vealed, that the customer leave the cor- 
rection to us. If we know our shoes 
and how they should fit, we can relieve 
the condition, but above all we must 
leave in the customer’s mind no doubt 
of the fact that we and not they must 
suggest the correction. We have found 
it more profitable to refuse the sale of 
a shoe because of the reaction it would 
bring our organization, knowing be- 
forehand that it is just another pair of 
shoes with no semblance of a proper fit, 
rather than to make the sale for a 
nominal sum that puts a few dollars 
into the drawer. 

A shoe man must profit by his knowl- 
edge. Not all stores may be operated 
in the same manner. Our Fifth Ave- 
nue shop carries twenty-eight different 
type lasts. They need that many to 
satisfy the needs of their high style 
trade. We carry five distinct lasts in 
our store. But—and here is where the 
knowledge of the stock comes in—our 
store carries extreme sizes and widths. 
Most of the men’s shoes are carried in 
eight widths, while we find ten widths 
are necessary for the women. Sizes are 
carried in the extremes, too. 

In our store there is no jumping from 
one last to another. That destroys the 
customer’s confidence. When we decide 
on the proper last for a customer’s 
particular needs, we may try on five 
different sizes to get the exact fit, but 
we will never change the last. We know 
that is right to start with. 

If more stores were hungry for 
reputation and not so hungry for the 
immediate sale, they would take great- 
er pains in fitting both feet accurately. 
If you could look at our special order 
book, you would see some amazing or- 
ders. This does not mean tape measure 
work, but the fitting of two feet to two 
different sizes. Extreme cases of fit- 
ting one foot to a size 4 EEE, and 
the mate to a 7 C occur occasionally, 
while shoes just a couple of sizes dif- 
ferent are fairly common. 

Advertising which brings people into 
your store will do little good unless you 
sell them the right thing after they 
come in. Then you begin to get the 
type of advertising that you can not 





possibly purchase. I refer to the 
“mouth to ear” advertising, such as one 
person saying to another: “Why not 
visit .(this or that) shop where they 
really know how to fit a pair of shoes? 
I know, because I went in there with 
one idea and came out with an entirely 
different one; because of the frankness 
of a salesman in explaining that it was 
not so much what I wanted but what I 
needed, and that I needed what he of- 
fered me.” Such advertising is invalu- 
able. 

A well worded ad will bring people 
into the store, but after they get there 
are you going to sell them shoes or fit 
their feet? You can sell on a mob scale 
or preach a doctrine, but you will never 
know how many converts you will make 
unless you work single handed, sell your 
point and then have that individual sell 
this idea to the next. That is my con- 
ception of store service—individual cor- 
rect fitting and then have that person 
go out and sell the idea for you. 

We find many cases where people have 
been accustomed to getting their shoes 
by mail, and after getting several pairs 
they find that the last pair is not as com- 
fortable as the first and they believe that 
changes have been made in the last. 
The best way to convince people that 
the changes are in the feet and not in 
the last, is to ask them to come in for 
a refitting. 

I will ask you, who may be reading 
this article, if there is not, among your 
acquaintances, a person, say about 55 
or 60 years old, whom you have known 
for a considerable time, and who seems 
not quite as tall as she seemed to be 
some years back. Is it not natural to 
assume that advanced age brings a 
certain settling of the bones in the 
body, and particularly in the feet, when 
you consider that it is only a matter of 
small tendons and sinews which hold 
the joints together? As a person be- 
comes older their feet become longer. 


Advise Yearly Refitting 


I have one instance in mind where a 
customer had not been on his feet for 
several months on account of illness; 
he eventually got into a pair of his 
shoes and within a short time com- 
plained. We soon found that through 
lack of use the feet were lengthened 
and weakened, and a longer and 
slimmer shoe was necessary. 

We find it a good plan, in looking 
up our records and in finding that peo- 
ple have been ordering their shoes by 
mail, to write them a letter after a 
period of a year or thereabouts, asking 
them to come in for a refitting. In such 
cases we never change the last, because 
after all a last is nothing more or less 
than a mold and the feet become ac- 
customed to it. However, we must 
change the contour of the last by giv- 
ing them a little longer shoe and a 
little bit more freedom. 

[To be continued] 





Foot Health Now Taught by 
Talkies 


[CONTINUED FROM PAGE 23] 


cally exactly how the various Arch 
Preserver features overcame these dif- 
ficulties and restored nature’s own 
treadbase. He explained how the steel 
shank, permanently anchored in cor- 
rect position, provides natural support 
for the long arch and prevents flat foot 
without unnatural propping. He dem- 
onstrated how a metatarsal support is 
anchored in every size of every style of 
Arch Preserver shoe, thus relieving 
Metatarsalgia and tension in tendons 
and muscles. He told how the perma- 
nently flat insole allows full room for 
the foot to exercise, encourages normal 
circulation in the small blood vessels 
between the metatarsals, prevents Mor- 
ton’s Toe and “burning sole.” He 
explained why heel-to-ball fitting pro- 
vides complete support by accurately 
placing the weight-bearing structure in 
the corresponding portion of the shoe. 


Downstairs Shoe Selling 


The third reel was. given over to 
William J. Walsh, of the Walsh Arch 


| Preserver Shoe Shops in Boston, who 


demonstrated his method (a good one) 
of using the knowledge presented in 
the first two reels to close a typical 
Arch Preserver sale. 

The complete talkie succeeded as 
nothing else could in presenting the 
story in an entertaining, instructive, 
and easily assimilated manner. It also 
gave the salespeople the impression 
that they knew the E. T. Wright peo- 
ple personally, as A. W. Donovan, 
president of E. T. Wright & Co., gave 
chatty introductory and closing talks 
and presided throughout the film. 

The next step was to get the film 
shown before groups of retail shoe 
salesmen throughout the country. Port- 
able projectors were purchased and the 
E. T. Wright salesmen taught how to 
use them. Arrangements were made 
with various Arch Preserver retailers 
to have their salesmen foregather on 
certain evenings, right after work, to 
see and discuss the movie. The retail- 
ers were glad to cooperate because the 
more their salespeople emphasized high- 
priced shoes, and the less they took 
orders for low-priced shoes, the great- 
er the dollar volume for the store. 

The novelty of a talking picture held 
the men, and the salesmen had excel- 
lent opportunity after the show to 
clear up any points which might be 
raised. 

The talking moving picture has been 
tremendously successful. To date 114 
showings have been given before the 
assembled staffs of the most important 
shoe dealers in the country. It has been 
shown before three shoe conventions 
and before various meetings of doctors, 
chiropodists, podiatrists and orthope- 
dists. 

One interesting sidelight is the com- 
ment of a prominent Boston doctor who 
claims he gained more practical knowl- 
edge of the structure and functioning 
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of the foot from this:movie than he did 
from his. entire medical course. An 
exaggeration, perhaps, but an interest- 
ing indication of the thoroughness of 
the movie. 

One of the most pleasing results of 
the movie is the excellent impression it 
has made on some of the largest, most 
successful stores. Marshall Field in 
Chicago and Kauffman’s in Pittsburgh 
requested that it be shown not only 
to their Arch Preserver salespeople but 
to salespeople in various other shoe 
departments. At Strawbridge & Cloth- 
ier in Philadelphia, executives decided 
at once that in addition to their shoe 
salesmen every salesperson—male and 
female—in the store, should see it. The 
result was two full days of continual 
showings. 

There were several reasons why 
Strawbridge & Clothier wanted all 
their salespeople to see the movie. 
First, 3000 employees, together with 
their friends and families, constitute a 
pretty fair market for Arch Preserver 
shoes, purchased through the store’s 
own shoe department. Second, execu- 
tives wanted to impress upon the sales- 
people the importance of knowing thor- 
oughly the story behind all the products 
they sell. They were pleased to help 
selling methods so fundamentally sound 
—‘“the selling methods,” as one execu- 
tive said, “of 1945.” 

The movie continues to make new 
friends and boosters. It was shown be- 
fore the Tri-State Shoe Retailers Con- 
vention at Des Moines, Iowa. Next 
month it invades California, where it 
will be given its West Coast premier 
before the staff of Gude’s in Los 
Angeles. 

E. T. Wright & Company’s instruc- 
tion to retail salesmen does not stop 
with the showing of the movie. After 
the movie is shown, the salesmen pres- 
ent are invited to sign up for the 
Wright Arch Preserver Institute 
Course in Retail Shoe Selling. The 
course consists of 10 lessons, mailed 
one every two weeks, written by au- 
thorities on various subjects covering 
every phase of foot construction, of the 
various Arch Preserver features, and 
of modern retail selling methods. After 
receiving and studying the 10 lessons, 
the salesman is sent a written exami- 
nation. If he succeeds creditably, he is 
appointed a graduate Arch Preserver 
fitter and is given an insignia and a 
certificate to that effect. He is also 
given one very tangible advantage—if 
for one reason or another, he is ever 
out of a job, E. T. Wright & Co., Inc., 
will place his name and qualifications 
before all the Arch Preserver dealers 
in the country and try in every way 
possible to get him established in a 
new job. 

The plan is working. Retailers are 
signing their men up by the scores and 
the new knowledge and enthusiasm 
they are gaining from the movie and 
the course is reflected in the fact that 
the Arch Preserver sales curve is show- 
ing the effects of depressed economic 
conditions less than most other lines. 
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Meanwhile E. T. Wright & Co. is 
formulating new plans to promote foot 
health which it is hoping will cement 
more solidly than ever the long stand- 
ing friendship between Arch Preserver 
shoes and the medical profession. A 
campaign of national advertising will 
explain the Arch Preserver features as 
usual but will also point out the im- 
portance of having ailing feet ex- 
amined periodically by doctors, chirop- 
odists, podiatrists and orthopedists. 

One interesting fact being stressed 
is the importance of the care of the 
feet on the part of convalescents who 
have been bed-ridden for a week or 
more. Muscles of the foot work harder 
than any other in the body, with the 
single exception of the heart muscles. 
To use them strenuously after a long 
period of inactivity, especially when 
the blood is still likely to contain 
toxins of the disease, is extremely 
dangerous. At such times, more than 
any others, people with normal as well 
as bad feet should seek medical advice 
and wear proper shoes to be sure their 
feet obtain the care and support they 
require. 


Promotion—Or Price? 
[CONTINUED FROM PAGE 43] 


piece of honest-to-goodness, front-page 


_news to tell, then you had better not 


broadcast. 

If you think the foregoing a rather 
curt dismissal of a tremendously inter- 
esting and important method of adver- 
tising, please recall the names of suc- 
cessful air-vertisers now on the ether, 
those who have survived the stampede. 
They are products that pennies, not 
dollars, can buy. They are products 
not restricted to one store miles away 
from the listener-in, but are available 
at almost every corner. Soap, gaso- 
line, toothpaste, coffee, magazines, ce- 
reals, cigars, cigarettes, yeast, candy, 
chewing gum. Furthermore, the big 
radio successes are for the most part 
products whose virtues can be thor- 
oughly sold by voice, and thereafter the 
sight of the product will not affect the 
sale. This is not true of shoes. All the 
Persuasive rhetoric and vocal enthusi- 
asm of a MacNamee or a Wallington 
is forthwith nullified should milady 
find the lines of a shoe ever so slightly 
at variance with the idea given over 
the air. 

However, if you have an announce- 
ment of extreme importance, there are 
times when the radio deserves consid- 
eration. 

If you do broadcast, don’t buy time 
and engage talent, and then discover 
that more money must be appropriated 
to assemble your audience. Get the 
audience first. How? Simply by se 
lecting the period preceding or follow- 
ing the most popular program on your 
station. You wouldn’t prepare an ad- 
vertisement, place it in a newspaper, 
and then pay for a circulation build- 
up. Then why do it with radio? 

[TURN TO PAGE 64, PLEASE] 






















The - 
nd ca 


t-page 
er not 


rather 
- inter- 
adver- 
of suc- 
: ether, 
mpede. 
2s, not 
roducts 
$s away 
railable 
9 gaso- 
es, Ce 
candy, 
the big 
st part 
e thor- 
fter the 
fect the 
All the 
nthusi- 
llington 
milady 
slightly 


en over 


nounce- 
ere are 
consid- 


uy time 
discover 
»priated 
Get the 
, by Se@- 
- follow- 
on your 
} an ad- 
yspaper, 
n build- 
lio? 

PLEASE] 


BooT AND SHOE RECORDER 


combining THr SHOE RETAILER, March 158, 1933 


NATIONAL NEWS 


Action at Lynchburg 


LYNCHBURG, VA.—One of the speedi- 
est promotions came out of Lynchburg, 
in the middle of moratorium week, 
when the Craddock-Terry Co. sent the 
following to 40,000 shoe merchants in 
the United States: 


“THE BIG FELLOWS ARE BUYING 
RIGHT NOW — in order to grow bigger! 

“Today—right in the middle of the ‘mora- 
torium’—the Big Buyers are wiring and 
writing us: 
“DON’T SHUT DOWN THE PLANT— 
TAKE THIS ORDER—WE WANT IMME- 
DIATE SHIPMENT—SHIP FROM STOCK 
—WE’RE en ee A’PLENTY 
—WE’RE GOIN BE SELLING 
STILL MORE _OUR “STOCKS ARE ALL 
SHOT—WE NEED PRE-EASTER MER- 
CHANDISE—EXPRESS IT—KEEP YOUR 
FACTORY RUNNING AND YOUR 
STOCKS UP—KEEP OUR SHIPMENTS 
COMING—’ 

“Merchants all over the country are buy- 
ing—they’re planning pre-Easter selling 
right NOW! 

“The shrewdest merchandising brains in the 
nation sense the situation—they know 
people will continue to buy IN GROW- 
ING VOLUME! 


“Don’t sell America short is good advice 
right NOW—and don’t get ‘caught short’ 
is still better advice— 

“FILL IN QUICK FROM OUR STOCK 


DEPARTMENT. 

“The devastating reputation for ‘no selec- 
tion’ will cost you far more than a mod- 
est size-up. 

“Our catalog is now in your hands—filled 
full of fresh, clean, IN-STOCK merchan- 
dise. This is no time to plunge, but 
even less is it a time to get the ‘jitters’— 

“If your credit was good ‘ore the mora- 
torium, it’s good right NOW! 

“The ‘Big Fellows’ are buying—they’re buy- 
ing aa NOW in order to grow 


G' 
“Better follow such leadership than envy 
its results!!!” 


The total of 40,000 folders cover 
Natural Bridge dealers and merchants 
using all branches of the Craddock- 
erry Company. The folder also showed 
timely shoes of in-stock service. Tele- 
gtams of appreciation came from many 
sources, stating: 


SUBSTANTIAL CONFIDENCE OF 
mae a FORTITUDE—— 


ME T 
W GREAT LINE—IF YOUR CREDIT 
AS GOOD BEFORE THE MORATORIUM 
8 GOOD NOW—” 


The folder was printed in two colors 
nd carried a post card order chart. 
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New 1933 Summer Colors 


Fourteen new dress colors for Sum- 
mer have just been released to mem- 
bers of the Textile Color Card Associ- 
ation in advance swatch form, it was 
announced today by Margaret Hayden 
Rorke, managing director. The 1933 
Summer Card portraying these shades 
is now in preparation. 

This special collection includes high- 
lights of the Paris openings and con- 
firms as well other color developments 
in fashion. It was explained by Mrs. 
Rorke that while these Summer shades 
were entirely different in tempo from 
the colors portrayed in the 1933 Spring 
Season Cards, they in no way lessened 
the style value of the latter. 

Significant among the new shades are 
three hazy tints with a pearly glow, 
appropriately named Nacre Grey, Nacre 
Blue and Nacre Beige. These soft, 
misty tones will be favored for dresses, 
blouses and accent notes, especially in 
combination with navy and black. 

Yellows, increasingly important for 
sports and evening wear, are interpre- 
ted in two new shades. Sun Yellow is 
a radiant sunlight hue, while Liqueur 
Yellow, as its name implies, reflects a 
cool greenish cast. 

Two new blues further confirm the 
leadership of this color family in the 


ATTENTION RECORDER 
READERS 
The RECORDER is compiling a list of those 


shoe merchants who have been our readers and 
subscribers for ten years or more. 

Will you kindly help by clipping this item and 
returning it to me with your business card? 
Please indicate the approximate time you have 
been a RECORDER reader. 

Harry R. Terhune, 
Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 





EVERY WEEK 


Summer mode. Robin’s Egg Blue, with 
a hint of green, is a smart new version 
of turquoise. Bali Blue suggests the 
clear intense blue of tropical skies. 

Of high fashion interest in the pink 
range is Parfait Pink, the deep, 
luscious color of strawberry ice cream. 
Apricot Pink is a lighter fruit shade 
with a yellowish undertone. Camellia 
Red reflects the rich, rosy red of the 
flower by that name, 

Brilliant, sharp colors, to be used 
alone or in combination with white, 
will also figure prominently in Summer 
fashions. These include Chili Red, am 
animated sports shade, and Blarney 
Green, a vibrant Irish hue. 

Completing this group of colors are 
two attenuated shades, Wheat Beige, a 
pale yellowish tone, and Skymist, a 
light Summer grey. 

The 1933 Summer Card will be issued 
to members of the Textile Color Card 
Association shortly, it was stated by 
Mrs. Rorke. 


Lynn Shoe Strike Wanes 


LyNN—The strike has slipped into 
the background. Ten firms are re- 
ported to have agreed to increase prices. 
Labor leaders estimate 3000 workers 
out at 30, or more, factories. Gregory & 
Read Co., a leading firm, have asked 
for a court order to enforce its in- 
junction against the National Shoe 
Workers’ Association. The Allied Shoe 
Manufacturers’ Association, a new or- 
ganization, formed to deal with the 
strike, has decided not to employ strike 
breakers. Reports of cancellations of 
orders are not heard as they were in 
former strikes. 

The strike at Salem is practically 
settled, the Phileo Shoe Co., at which 
the strike centered, having agreed to 
waive individual contracts, and to grant 
new prices April 15, after orders on 
hand are completed. 
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Reports Better Sales on 
Advertised Brands 


San Francisco, Cal—In connection with 
the current styles, Sommer & Kaufmann, re- 
ports that good results are secured by featuring 
the nationally advertised brands. In fact, in- 
variably better sales are reported from the 
branded shoes. This has been quite noticeable 
in the last several months, even during special 
sales, whereas the unbranded lines seem very 
difficult to sell in volume. Also, the store 
carries out the policy that no merchant today 
can afford to sell shoes that are “cheap.” In 
other words, although the price must be reduced 
to meet current competitive conditions the 
quality must be maintained. 





Cut Soles Advanced 


LYNN, Mass.—Sole cutters have ad- 
vanced prices of cut soles 15 per cent 
as a consequence of the increase of 2c. 
a pound on sole leather as made by the 
U. S. Leather Co. Prices of other bot- 
tom stock of leather are also rising. 
Supplies of sole leather are reported 
low, tanneries curtailing. 





New Trenton Store 


TRENTON, N. J.—The property at 33 
East Lafayette Street has been leased 
by the Quality Shoe Company. Ex- 
tensive improvements to the property 
are being made so that it will be avail- 
able for occupancy this month. 





Vulcan Corp. Elects Officers 


PoRTSMOUTH, OHI0O.—Col. A. L. 
Mercer and John W. Snyder, Ports- 
mouth, Ohio, were reelected president 
and vice-president of Vulcan Corpora- 
tion at a meeting of the firm’s board 
of directors here. H. S. Van Camp 
was reelected treasurer and C. E. Dow- 
ling secretary. 

At a stockholders’ session which pre- 
ceded the regular board meeting the 
following, in addition to the corpora- 
tion’s officers, were named members of 
the directorate: H. L. Poinier, New 
York City; C. A. Goodman, Marinette, 
Wis.; J. M. Hutton, Sr., Cincinnati; E. 
L. Love, New York City; J. L. Rehme, 
St. Louis. 

Vulcan Corporation, with head of- 
fices here operate last and wood heel 
factories in Brockton, Mass.; St. Louis, 
Mo.; Effingham, Ill.; Johnson City, N. 
Y., in addition to the Vulcan Golf Com- 
pany in Portsmouth and two lumber 
mills in Wisconsin. 





Stevens Shoes, Inc., Opens 


Los ANGELES, CAL.—Stevens Shoes, 
Inc., opened here March 10 at 622 
South Hill St., featuring nation- 
ally advertised brands of shoes for 
men and women. Irving Oppenheim 
is the president of the corporation and 
the store is to be managed by D. G. 
Oppenheim. This store is one of the 
finest in Los Angeles and is situated 
a few doors from the Bullock depart- 
ment store. 





DUN-DEER. 
SHOES 


a product of International 















DUNDEER 


The nation’s favorite footwear 
for men, women and children 








_ ROBERTS, JOHNSONS RAND 


Branch of international Snoe Co: 


ST. LOUIS, MO. 
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Good Response to Sale 
PROVIDENCE, R. I.—Featuring the 
“very newest footwear,” the Shepard 
Stores of this city recently had a very 
good sale of style shoes for women 
featured under their well-known 
“Thunderbolt.” Shoes sold at a unit 
price of $4.27. 
The five featured styles included a 
Frenchy short vamp sandal, available 
in beige, grey suede or black patent; a 
French stub toe eyelet tie, featured in 
grey suede, b'ack, brown or blue calf; 
a genuine pigskin, perforated tie, in 
black, brown or blue; a spectator oxford 
in black calf with Java ring lizard; and 
a genuine beige watersnake in side- 
laced oxford. 
These were the leading selections, 
although several other styles were fea- 
tured. 





Quality Topic for Boston Club 

BostoN—The Boston Boot and Shoe 
Club will wind up its 45th season of 
monthly dinner-meetings at Hotel Stat- 
ler, Wednesday, March 15, with a pro- 
gram relating to the current business 
situation and outlook. The guest 
speaker will be Col. Benjamin A. 
Franklin of Springfield, Mass., the 
well known industrial engineering and 
business counsel and a former pvresi- 
dent of The Associated Industrie: of 
Massachusetts. Colonel Franklin is a 
deep student of business psychology and 
his front page “sermonettes” that have 
been so long a feature of Industry, 
the official magazine of The Associated 
Industries of Massachusetts, have at- 
tracted widespread attention. He will 
have something of value to tell his 
hearers. 

President M. P. Gaddis will preside 
and will have a message of specia! in- 
terest to those present. The underly- 
ing thought of the meeting will le a 
speedy return to national sanity in the 
matter of quality in merchandise. 

This will be the club’s annual meet- 
ing and election of officers. 





Entertains Chiropodists 

PHILADELPHIA, PA.—The local Lane 
Bryant store entertained the Chiropo- 
dists of Philadelphia at a dinner held 
at the St. James Hotel. There were 
fifty chiropodists at the dinner, while 
from 75 to 100 attended a moving pic- 
ture showing the manufacture of the 
Adapto Shoes. 

The principal speakers were Dr. 
Byron Schindler, head of pediatrists 
and chief of all Lane Bryant shoe de- 
partments; Dr. R. B. Willrich, past 
president of the Chiropodists’ Associa- 
tion of Philadelphia, and in charge of 
foot service in the local Lane Bryant 
store; Walter Cheviler, general mana- 
ger of the store, and H. Pally, advertis- 
ing manager. 

One film, taken in the Adapto fac- 
tories, graphically showed the skil! and 
care that go into manufacture of the 
shoe. A second pertained to ailments 


of the feet, their treatment by chirop0- 
dists, and fitting of proper shoes to 1 
sure the most effective comfort. 
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Pedigo-[ake Shoe Co. 


SAINT LOUIS, MISSOURI 


i> 


Distinetively Fine Footwear for Women 
COST NO MORE THAN THEY NEED TO—TO BE THE FINE SHOES THEY ARE 


W 


Qvr products and our ideals 

are wholly in accord with the 
National Quality Movement. “Q,” 
the new symbol of quality, ap- 
plies with particular appropri- 
ateness to Pedigo Shoes. Remem- 
ber, quality merchandise brings 
no regrets—to the merchant nor 
the customer — it’s the “Q” to 
success. 








Pedigo-Lake Shoe Co. of St. Louis is taking an active part in the National 
Quality Movement and is making effective use of the official “Q’ Stands for 
Quality” symbol in its advertising. 


Gray Outlook Good 


Cuicaco—“Gray looks good for some 
time to come,” says F. Arthur Clark, at 
Charles A. Stevens & Company. Some 
gray suedes are still selling, he reports, 
and so are gray kids. It looks as if the 
demand will continue up to the white 
season. Two tones are going well— 
black vamps with gray quarters and 
also brown vamps with beige quarters. 

“Grays are good for all season sell- 
ing,’ thinks Mr. Lew Kohn at Wolock 
and Bauer’s. There is a continued de- 
mand for this color with the patrons 
of this store. 

Patent leather is fair, blue is good 
and so is Java Lizard. Some high style 
shoe are being shown in mesh combina- 
tions and some stunning bags in all 
mesh with handsome flap fasteners in 
leather. 

Women who buy their shoes at 
Ruby’s are also going in for gray, is the 
report here. A handsome collection of 
hosiery suitable to wear with gray and 
blue shoes is being shown. Colors in- 
clude Gray Beige, Nu Taupe, Golden 
Beige, Peter Pan. Tuck toe sailor ties 
are selling well also. These have gros- 
grain ribbon ties and punched patterns 
between the tucks. They come also in 
pumps and oxfords. Wide T-straps are 
very acceptable to this trade. 











Pastels Selling in Miami 


MIAMI, FLA.—White is exceptionally 
good in both women’s and men’s shoes 
this season, reports M. M. Nankin. 
Business has been unusually good for 
the past few weeks, with considerable 


‘trade coming from the sale of high 


style shoes. All white “T” straps, 
pumps and oxford patterns, punched 
designs, were especially good. Pastel 
pumps and straps, such as all-yellow, 
all-pink, and pink and blue combina- 
tions, have sold very freely. A con- 
tinuance of this good trade is expected 
by this energetic shoeman. 


Whites in New Orleans 


New ORLEANS—The advance styles 
in white footwear were first displayed 
this season at Schiro’s shoe store, Canal 
street, and are seen in pumps and 
straps with high and medium heels and 
a wide range of punched designs. The 
sports are seen in brown and white kid 
and calf. Schiro has been designated 
as the theatrical shoe house of New 
Orleans. 


FOOT HEALTH WEEK 
APRIL 17-22 





Gunmetals Active in Chicago 


Cuicaco—Gunmetals are selling well 
at Mandel Brothers, is the report. Some 
handsome models are in the classic 
pump. With these small leather bows 
are suggested as a desirable accessory. 
These are selling at 50c. and made a 
pleasant extra sale. Grey is usually 
suggested as the preferred color, but 
buyers are selecting their own bows in 
various colors to please their fancy, 
white being a second choice to grey. 
Blue kids are going strong here also, 
and greys are reported to be in high 
demand. Some new fiddle shank shoes 
are being featured. 

Run-abouts in beige and black pat- 
ent leather are conspicuously displayed 
at this store. These have wide tongues, 
cut-outs under the three straps, are cut 
very high and are finished with silk 
lacings, topped off with little leather 
tassels. 

Perfumed hosiery are making a hit 
here. They are in 48-gauge chiffon and 
are selling at 95c. the pair. The per- 
fume lasts through many washings, it 
is said. 


Grays Good in Denver 


_ DENVER, CoLo.—Look at the show 
windows at the Fontius. Grays of 
every style make up the attractive 
windows at that shoe shop. And, ac- 
cording to Mr. Zurich, manager, they 
are the big color lead. Beige has taken 
a back seat and blues will probably 
come next to grays. Prices range 
about 15 per cent lower on all stock 
as compared with last spring. 


Regal Shoe Co. Elects Officers 


WHITMAN, Mass.—At annual meet- 
ing of Regal Shoe Co., stockholders held 
at Whitman, Mass., offices of the com- 
pany, the following were reelected di- 
rectors: E. J. Bliss, C. H. Cross, L. K. 
Liggett, F. Kingsbury Curtis, E. D. 
Gould and E. J. Bliss, Jr., Executive 
officers will be elected at the directors’ 
meeting to be held March 21. 

E. J. Bliss has resumed active man- 
agement of the business. 


Kline Opens Billiken Section 


Kansas City, Mo.—Kline’s were host 
to several hundred children at the 
Newman Theatre Saturday morning, 
Mar. 4, when a special performance was 
given for the guests. 

The event marked the opening of 
Kline’s new Billiken Shoe Shop, known 
as “Story Town,” which is an addition 
to the regular children’s shoe depart- 
ment. 


Harrison Bros. to Manufacture 


East ORANGE, N. J.—Harrison Bros., 
Inc., has been incorporated to manufac- 
ture shoes and has been authorized to 
capitalize with 1000 shares, no par. 
The incorporators are John G., Lewis 
P., and Schuyler G. Harrison, all of 
East Orange. 














































WHERE TO BUY 
Men’s Shoes 















pee 
mo" SHOE 
Men’s Fine Shoes 
OLD COLONY SHOE CO. 


NEW YORK Brockton, BOSTON 
me tee MASS. | 10 HIGH ST. 








CUSHION SHOES 





FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














“Tlettleton 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 




















Richards & Brennan Co., Randolph, Mass. 














“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS., U.S.A. | 
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SHOW PRODUCTION FIGURES INDICATE INCREASE 





El 


WASHINGTON, D. C.—The Bureau of 
the Census announces the following 
statistics on the production of boots and 
shoes, by classes and by States, for 
January, 1933, representing 1076 fac- 
tories. 

The total production of footwear in 
factories reporting for January, 1933, 
indicates an increase of 12.4 per cent 
over December, 1932, and 6.5 per cent 
over January, 1932. 





PRODUCTION CHART 


To the left the shoe production figures for 

the complete years of 1931, 1932 are graphed, 

together with those for the month of January 

of this year. It will be noted that January 

production was 2,500,000 more pairs than last 
December. 





TABLE 1 





Kind 


Boots and shoes, total............ 
High and _ oe Seer) ‘ONE 855: 
’ PUDONG. <. gccic'e 5 6'srs «bare Kerk 

Men 8) EEE SEND 6 sa oreic'e swale cececes 
OVW BNE: VOUUNS ooo. 6.6 oc docs oie cic ‘pase 
RTRs Biggs atkins GN oysig sca aia elnigus Dic eee 
MAINSOR’ GNC CHIIGTON'S. % o.000. 0 6cinees 
PERMUUN  26°5:'v07005 a6 Face rad dalek Sa cslatese 
Athistic - Gnd Sporting’ ...:.0:. 00 ccciedecs 
Part-leather and part-fabric .......... 
All-fabric (satin, canvas, etc.)*........ 
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PRODUCTION OF BooTS AND SHOES, OTHER THAN RUBBER, By CLASsEs 


Production (Pairs) 
January December January 


1933 1932 1932 
..++ 22,595,572 20,095,836 21,225,187 
---- 20,081,869 15,914,801 18,918,866 
..++ 4,069,356 3,540,154 3,463,869 
«e+» 1,660,103 1,856,585 1,712,323 
wees 1,441,725 1,512,555 1,423,311 
..+- 9,245,772 5,938,239 8,232,624 
.-+- 2,470,165 1,976,426 2,823,780 
.--. 1,194,748 1,090,842 1,262,959 
oot 71,421 108,327 87,539 


eae 44,187 43,949 64,271 
ate 312,942 204,885 378,200 


Slippers and moccasins for house wear, total. 1,366,774 3,254,517 1,109,069 


MMMNON 5 bc 5 saree osdiais aidce-sioiorae o..¢ 


oe a 


367,026 884,466 278,003 


Part leather, felt, etc. .......5.- Ber eens 999,748 2,370,051 831,056 
Barefoot sandals, play shoes, and all other 


NN Oc gies vis asa vikioiniebibcais Bh lewd 


2 No data available. 


Here 718,379 569,357 667,242 


1 Excludes footwear with fabric uppers and rubber soles. 


8In addition, 409,117 pairs of rubber-soled footwear with fabric uppers were pro- 


duced in factories reporting leather footwear. 


TABLE 2—PRODUCTION OF Boots AND SHOES, OTHER THAN RUBBER, By STATES 


Factories 
Represented Production (Pairs) 
January January December January 
State 1933 1933 1932 1932 

re rr ory errr re 1,076 22,595,572 20,095,836 21,225,187 
TE SEO rire ere eee eee 55 =-: 1,836,540 1,696,973 1,731,892 
| SS See 5 seed twa Wormeies 49 1,170,602 807,473 1,339,250 
NS EOE TOE ASOD Ea 334 5,181,009 3,860,454 4,916,800 
ES a ae CR ar rr ken 55 3,141,122 2,837,649 2,878,240 
ee reer res 60 1,469,458 1,050,882 1,654,927 
NE RINE ou sia ides au kbc wes Sica ssiccy 225 4,372,004 5,054,807 4,185,309 
MMC wan eaknts dic selahh store Oar Wd aes 6 vies 40 888,875 646,494 863,645 
PMTNIEEE 5555555, « diaieidd: cia’ Ga slelda 94 1,109,614 788,917 1,118,197 
NS sraerecc eke s eae vik a 58 =: 1,199,592 984,800 849,409 
SPIED 5655.6 hh cas vod ee a he piped 111 2,226,756 2,367,887 1,687,518 
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Concentrating on Women’s 
Shoes 


BIRMINGHAM—The line of children’s 
shoes at Jack Davis’ Shoe Salon, Inc., 
which was installed last Spring, more 
or less as an experiment, has been dis- 
continued and the store is concentrating 


on the sale of ladies’ shoes only, accord- 


ing to Jack Davis. 








Neff’s Booterie Opens 


BuRLINGTON, Iowa—Neff’s Booterie, 
featuring popular-priced shoes for 
women, was opened at 312 North Third 
Street by Clifford Neff and Wilton 
Pauley, who were formerly connected 
with the Neff shoe store at another lo 
cation. The new store is finely ap 
pointed. Men’s shoes will not be cat 
ried, but will be ordered on request 
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Action Will Speed Business 


[CONTINUED FROM PAGE 15] 


How are merchants reacting to the present con- 
ditions? 

Big department store heads and owners of 

small neighborhood shoe stores alike believe that 

the bottom has been reached, and that there is a 
distinct turn for the better. A very few of the 
temperamentally “panicky” store owners are slow- 

ing down, but the vast majority are proceeding. 


What is the condition of accounts with merchants? 
Much better off than other branches of the 
trade. Retail stores are receiving a certain amount 
of hard cash in the course of their regular trans- 
actions, which tides them over the payroll and 
petty cash expense problems. While they have 
thousands of dollars in checks which they cannot 
put on the bank book as acknowledged deposit, 
their position is better than the manufacturers or 
the traveling salesmen. Manufacturers receive 
nearly all their receipts in the form of checks, and 
likewise pay their bills by checks, so in many cases 
their business is not yet “on schedule.” 


What are manufacturers telling merchant-cus- 
tomers? 
The smart thing is to have plenty of goods. 
No need to worry about the immediate payment. 
You have always been a good paying account 
and our house will ship you a normal amount of 
goods. When things loosen up, the store which 
has a good selling stock will be in immediate 
position to supply the needs of his trade. Be 
well covered on your staples, whether they be 
stock or “make-ups.” If you have money in the 
bank for bills payable, the fair thing to do is to 
send the factory a check covering this invoice. 
The factory will then put the check through 
when the situation has cleared. 


What has been done by chain stores regarding or- 
ders placed with factories? 
All orders placed are to be accepted. No can- 
cellations were reported by any of the chain 
organizations. 


How are chain store bills paid? 

Checks are being drawn the same as usual. In 
some instances where manufacturing sources 
were unable to secure sufficient cash to meet 
payrolls, cash was offered by the chain stores to 
meet the emergency. 

Were Spring promotions curtained in announcing 
new footwear? 

Practically all chains proceeded with their shoe 
promotions as planned. 

What reduction was made in advertising sched- 
ules? 

Bank holiday week showed declines, but now 
space to be used, in most instances, as scheduled. 

How were employees paid? 

Cash in many instances having been drawn 
from bank on payroll voucher. Some stores used 
cash received for merchandise for payroll pur- 
poses. 

How was money transmitted from store to head- 
quarters? 

Postal money order. 

Were refunds made? 

Credit certificates were issued.” No cash re- 
funded. 

Several department stores in various sections of 
the country called a meeting of their merchandising 
men and buyers and said in effect :— 

“We have the utmost confidence in the present 
administration. We have this message for you and 
these buying instructions :— 

“Your jobs are safe. We plan no curtailment of 
employees. 

“There will be no buying restrictions. You are 
to buy your normal commitments and to proceed as 
though the Banking Holiday did not happen. No 
undue pressure is to be brought to bear on those sup- 
plying us with goods so that we may obtain more 
favorable prices. 

“Right now we are experiencing a major operation 
—the patient will live.” 








Lynn Store Remodels 


Lynn, Mass.—Lovell Factory Store, 
at 192 Union Street, has remodeled its 
retail department, and has opened it 
up with a new and larger display of 
shoes from its factory, which is oper- 
ated on the floor above, all of the shoes 
being those made on custom order, with 
the exception of some staples that are 
carried in stock for the accommoda- 
tion of individual customers who wish 
shoes right off. 





B. T. Woods Starts Own Store 


NorFro.k, VA.—A Friendly Five Shoe 
Store was opened here March 15, by 
B. T. Wood: in the Monticello Hotel 
building. The same room was used as 
was formerly occupied by the Flor- 
sheim shoe store. Mr. Wood has been 
in the shoe business for the past 20 
years with outstanding shoe stores in 
both Norfolk and: Richmond. For the 
past 3 years he was identified with the 
Florsheim Shoe Co. of Norfolk. 





To Handle Only Shoes 


Wrst New York, N. J.—Louis Isko- 
witz, who conducts a shoe store under 
the name of Dwork’s Department Store, 
has leased a part of the four-story 
brick store, loft and office building at 
1383 Newark Avenue, Jersey City, for- 
merly occupied by the Wise Store Co. 
Mr. Iskowitz will handle shoes only in 
his new location. Remodelling of the 
new store front will be completed in 
time for occupancy on April 1. 












































WHERE TO BUY 


Men's and Women’s 
Slippers 








W. S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
in Stock Men's Full Leather Lined 
Handturned Slippers 
Priced from $1.60 
Kid Pullman Slippers 
colors and black with 
Snap Pocket 1.35 
Zipper Pocket $1.50 





QUALITY 
KID D’ORSAYS 


TO RETAIL AT $1.00 


Sole, Cuban Heel. in 
hed. “Blue, er Black Kid. 


Write for catalog 
FREEMAN THOMPSON 
SHOE COMPANY 
St. Paul, Mina. 











OF OE TO 


WHERE TO BUY 


Women’s Shoes 


Oh 8 6 EE 
> 





GENUINE HAND TURNS 
$9.50 “WATCH THE 
® 


EXPRESSION 
ON HER FACE 






ee eerereer eee ausseeeeee 


18/8 Louls Wool Yi bite Lining Medium 
No. 80102 DYEABLE WHITE MOIRE 


DODGE, BLISS & PERRY ive. 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 








WHERE TO BUY 
Shoe Trees 


SIMPLEX SHOE 
TREE COMPANY 





» ABOUT PEOPLE 4 





Kivie Kaplan Takes Air Trip 

Boston—Kivie Kaplan of the Colon- 
ial Tanning Company will leave Ha- 
vana, Cuba, accompanied by Mrs. 
Kaplan, on a tour of the West Indies 
and Central America by airplane. 


Elvin Pond Ill. 


FLINT, MicH. — Elvin Pond, former 
president of the Michigan Shoe Re- 
tailers and former national director, 
has been brought home from Florida, 
where he was spending the Winter, in 
a serious state of health. Friends 
here are hoping for his speedy con- 
valescence. 


Harry Rosenfield Reenters 
Business 


Detroit—Harry Rosenfield, former- 
ly owner of the Sibley Boot Shops, op- 
erating two stores in this city, has re- 
entered business under his own name, 
retaining also the trade name of “Sib- 
ley’s,” at 2235 Woodward avenue, with 
a new downtown store. 





S. J. Pentler on Tour 

MiaMI, Fia.—S. J. Pentler, presi- 
dent and general manager of the Mara- 
thon Shoe Co., Wausau, Wis., accom- 
panied by Mrs. Pentler, is enjoying a 
mid-winter vacation in Florida. Dur- 
ing the month of February they ac- 
quired a nice coat of tan while on the 
sands of Miami Beach, and spent many 
hours deep sea fishing. Before return- 
ing north they expect to tour the State 
of Florida. 


V. A. Boyes Made Manager 


Pomona, CaLt.—Vernon A. Boyes is 
the manager of the new shoe depart- 
ment opened by the Orange Belt Em- 
porium. This is the leading department 
store of the valley. 

A member of the firm of Casey-Boyes 
Shoe Company, which was closed about 
two years ago after many years in 
Pomona, Mr. Boyes has been in the 
shoe business in Pomona for 18 years. 
He plans to give particular attention 
to those suffering from foot ills, The 
new department will feature and will 
be exclusive agents in Pomona valley 
for Walk-Over shoes. 





Holbrook Bootery Plans Improve- 
ments 

CoLuMBuUS, OHIO—The Holbrook 
Bootery, which has been operated on 
South High Street for the past 20 
years by Dick Mahanna has renewed 
the lease on the store room at 67 South 
High Street, for a period of more than 
five years. Extensive improvements 
including a new store front and fixtures 
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are planned. 






NEW HOSIERY FORM 






























A new style of hosiery form, known as 
“Steppers” has been developed by Shoe 
Form Co., Inc., of Auburn, N. Y. This 
form comes in various heights, can be 
draped with lingerie at the top and after 
being covered with a stocking, can be 
fitted with an appropriate 42 or 5B 
shoe. The result is an eye-catching 
display of shoes, hosiery and lingerie. 








“Spike” Arnold Moves 


KANSAS City, Mo.—“Spike” Arnold, 
who developed significance for the 
name “Bostonian” as applied to shoes 
in Kansas City during the many years 
he has had the Bostonian agency at 
1021 Main street, has become a part of 
the organization of Rothschild & Sons, 
Inc. 

The Bostonian agency and stock has 
been moved to Rothschild’s and forms a 
part of an enlarged shoe department 
on the first floor of this store. Mr. 
Arnold is in charge of the department 
and will be active in other branches 
also. 

Louis P. Rothschild, president of the 
firm, said that the exclusive rights of 
the Bostonian line would be retained 
and that the store would continue to 
carry its former lines. 

Keith Hemingway, who was man- 
ager of the shoe department at Roths- 
child’s, will continue in his position. 





Silverton Opens Own Store 


Fort WortH, TeExas—Hugo’s Boot- 
erie, a shoe shop for women, has been 
opened at 803 Houston Street by Hugo 
Silverton. The new establishment han- 
dles, besides shoes, women’s. hosicry 
and purses. For the past two and a 
half years Silverton was in charge of 
a popular-price women’s shoe store at 
this same location. 
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.. + ARE MOST SATISFACTORY 


when the soles are attached by the 


LITTLEWAY LOCKSTITCH SEAM. 


The lockstitch insures a flexible and 
dependable method of fastening light- 
weight, close edge, rubber soles at 


very moderate cost. 


Here is a real opportunity to meet the 
popular demand for this type of foot- 
wear with a thoroughly practical and 
reliable method of construction. 


GC SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY 


Children’s Footwear 





er mes 78 eer 





MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles...0-3 


intermediates ........ 1-5 
Flexible Hard Soles. ..2-8 
Bend noc In-8took 

‘atalog 





MRS. Day's f Taal BABY 
SHOE CO. 


Locust St. Danvers, Mass. 














PURITAN WELTS 


AN IN-STOCK 
INNOVATION 


One of six fast 
a selling Puritan 
Welts carried in 
oS 2/6..$.70 te $.96 
- 6/8.$.90 te $1.15 











PATENT - - WHITE Send for catalog. 
JERSEY - - COFFEE 
LIGHT SMOKE * 
GRADES: |, 2 and 3 
A 





Send for Sengien EPHRATA SHOE CO., Inc. 
IN-8TOC EPHRATA, PA. 
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WHERE TO BUY 


Sport Footwear 


Oi ei edie hile edie eel 
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pon gl Be, 
Camping YA 9 - 

Hunli ag. i VX 
Fishing \ e244 


GH.BASS & CO. wren iaine 






























WHERE TO BUY 


Riding Boots 


RIDING BOOTS 
‘ IN-STOCK ; 


For Men, Women and 
Children—also 
Jodhpurs and Field 


Boots. 
Write for catalog. 


CONNE 
9 SHOE cok 
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DEPARTMENT STORE SALES IN FEBRUARY, 1933 








WASHINGTON, D. C.— Preliminary 
figures on the value of department 
store sales show a decrease from Jan- 
uary to February of about the esti- 
mated seasonal amount. The Federal 
Reserve Board’s index, which makes 
allowance both for number of business 
days and for usual seasonal changes, 
was 59 in February on the basis of 
the 1923-1925 average as 100, com- 





pared with 59 in January and 62 in 
December. 

In comparison with a year ago the 
value of sales for February, according 
to the preliminary figures, was 25 per 
cent smaller; when allowance is made 
for the fact that there was one less 
trading day this year than last, the 
decrease from last year is about 22 
per cent. 


Percentage Increase or Decrease From a Year Ago 


February* 
Total — 
Federal reserve district: 

eer ree — 24 
iT Re eee —21 
PeRungeipmia ......... —27 
re eer — 26 
ee ee re — 24 
pO rer — 23 
SS Se ee — 31 
gy a eee — 29 
Minneapolis .......... — 22 
Kansas City........... — 22 
BEM <<a) 5 ciao eS aiearerwie — 21 
San Francisco......... — 25 





January1 Number of 


to Reporting Number 

February 28* Stores of Cities 
— 24 440 210 
— 26 55 28 
— 23 50 26 
— 25 34 15 
— 24 31 15 
—21 49 19 
— 22 19 12 
— 25 50 27 
— 26 19 9 
— 22 15 9 
—21 22 15 
—19 21 10 
— 26 15 25 


*February figures preliminary; in most districts the month had one less business 


day this year than last year. 


Family Store Opens 


JERSEY City, N. J.—Louis Hand will 
open a new shoe store at 418 Central 
Avenue, to handle a complete line of 
shoes for the various members of the 
family. 


Mandel Has “Thrift Shop” 


CuHicaco—A new shoe department 
has just been opened up at Mandel 
Brothers on the first floor, just back of 
the men’s furnishing section. It is 
called “Women’s $3.95 Thrift Shoe 
Shop.” Here will be sold a variety of 
novelty shoes in snappy styles which 
cater to the young woman’s trade. 
Only high styles will be carried here, 
all at the one uniform price. 





Saks-Fifth Ave. 
Open New Shoe Dept. 


A new “Petites Modernes” shoe de- 
partment has been opened this week 
at Saks-Fifth Ave. store, featuring 
$6.45 footwear. The section was 
opened under the influence of New 
York’s smartest socially important 
auspices, the Junior Committee of the 
Judson Health Center, which boasts 
of the most prominent names in this 
city. 

The leading debutantes of the sea- 
son, acting as mannequins, attracted 
large crowds at the two-day showing. 
The new section will be styled and 
managed by Edward Cohen, who is in 
charge of the other women’s footwear 
departments in the store. 














OBITUARY 





Virgil Y. Dickey 

ATLANTA, GA.—Virgil Y. Dickey, 57, 
one of the best-known shoe salesmen in 
the South, died on Feb. 28 in a private 
hospital following an illness of several 
months. He had been in failing health 
for two years. Mr. Dickey, who was a 
native of Sugar Valley, Ga., had been 
a resident of Atlanta for thirty years. 
He was employed as a salesman by the 
Bona Allen Company, of Buford, Ga. 





Royal F. Foster 

DANBURY, CONN.—Royal F. Foster, 
64, veteran Danbury shoe dealer, died 
March 2 of injuries sustained when he 
fell from a third floor veranda of the 
building in which his store is located 
at 244-246 Main Street. He had been 
in ill health for about two months, suf- 
fering from a nervous ailment as well 
as dizziness which was attributed to 
high blood pressure. 


C. E. Patterson 

BURLINGTON, IowA.—Clarence E. 
Patterson, 42, a partner in the former 
shoe firm of Schramm and Patterson 
for a number of years, died suddenly 
at his home, 1919 West Avenue, of 4 
heart ailment. 

Mr. Patterson was born in Burling: 
ton, Aug. 19, 1890. He served as clerk 
in the Douglas shoe store as a young 
man and later he and Fred Schramm 
purchased this store and operated it 
under the name of Schramm and Pat- 
terson. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


BOOT & SHOE 
RECORDER 
=r 
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YEAR 19... 
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SPORE LOE LIE . 
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wan STvLa MED CR TRAN te pance RO 


: 
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pLAce io 
aD. ut ANO TeHECKED 


Helps you to “buy 
mas you sell’ —to 
know whether each 

“44 shoe is paying its 
am way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 

sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 
HERE 1S THE DIFFERENCE IN THE BOOT AND SHOE RECORDER 
MERCHANDISING METHODS OF TWO MERCHANTS: Chicago, illinois 


Gentlemen: 
The first took inventory only once a year. He was never sure about the value Please send me samples and prices of your 


of his stock, and so paid the board rate for his insurance. Se ee ae eee ane 


The second merchant, through his perpetual inventory knew the approximate 
value of his stock at all times. His insurance policies carry the 90% co-insurance 
‘clause which, in his case, means a saving of 20% of his insurance costs. 


When writing advertisers please mention Boot and Shoe Recorder 
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WHERE TO BUY U.S. M. C. WINS SAFETY AWARD 
Dancing Shoes and Taps 
Ls 
ome me 
de 
TAP SLIPPERS wi 
IN-STOCK ad 
Black Kid One Strap en 
Patent Leather One- ap 
Strap 65 cel 
Ribbon ties 5c. extra, 
BROOKS SHOE MFG. C 
Swanson & Ritner Sts. 
Philadelphia 
% KENDALL’S PP0TESSIONAL Pa 
Fo 
IN-STOCK Hi 
Style No. 13 Te: 
Pat. Lea. or Bik. Fu 
Kid with Full Me 
Bui 
Che 
Ho 
Mi: 
Women's stow, 3%-3 “S\ 
ee 11-3 L 
KENDALL SHOE COMPANY ~ 
* HAVERHILL, MASS. * Det 
sie the 
equi 
TAP DANCING shoe 
THEO SLIPPER and 
Stock Ne. 1210 sign 
Patent Leather 
For Growing Girls pape 
whi, de oy 
BLOG SHOE CO., INC. ome 
147 Duane St., New York City loca! 
valu 
Mon 
TAP holic 
DANCE | _ Boston—The United Shoe Machinery| United Shoe officials said yesterday lowi 
SHOES Corporation has received the trophy| that accident prevention and safety uatic 
awarded by the Massachusetts Safety | precautions have long been watchwords TI 
. Council for “meritorious service in the | with the corporation because the man- tie-u 
| cause of safety.” agement knows that accidents not only all g 
“ The corporation’s Beverly plant had | cause misery and suffering to the vic- aucti 
A Stock | the best record for 1932 of all plants | tims but also mean a loss of money for the 
- is in the fourth annual inter-plant contest | both the injured persons and their em- os ct 
aes ™% me for lower accident records in Massachu- | ployers. sere 
$1.25 PP, - setts industries, with 161 corporations| The inter-plant safety contest which his ¢ 
$1.15 employing 64,398 workers participat-| features the safety program of the AI 
. ing. United Shoe Machinery Corporation is po 
coe OWENS SHOE Co. od George C. Thomas, general superin-| under the supervision of the manage- bugg 
came 589 Essex St., Lynn, Mass. mmm | t¢ndent of the Beverly plant, received | ment and conducted by a safety com- furn; 
_ Eanes the award of merit for the United Shoe} mittee of various department heads. an ” 
Machinery Corporation at the annual | The committee meets frequently to dis- plum 
dinner recently of the engineering sec-| cuss means of eliminating accidents, offer. 
E t tion of Massachusetts council, held at | and has done much for the program of cepte 
Centralizes Shoe Sections Massachusetts Institute of Technology. | safety at the Beverly plant. subst 
BALTIMORE, Mp.—Julius Gutman & 
Co., department store, has centralized 
its shoe activities by locating all of Teac 
its shoe shops or shoe departments on . . ° 
ins tiek, Saale. Udine. Gao k New Family Store in Baltimore | Installs Shoe Department 
very substantial portion of floor space BALTIMORE, Mp.—Ben’s Shoe Shoppe, BRIDGEPORT, CONN.—The Outlet Mil- 
is occupied by the five shoe depart- | to be opened at 1421 North Gay street, | linery Co., 1105 Main Street, has in- were | 
ments. Extensive improvements and | will make another addition to the re-| stalled a women’s shoe department in ¢hand 
remodeling which had been under way | tail shoe field catering to the “family”! the basement of the store. Paul B. The 
for some time have been completed and | footwear trade. Shoes for men, women | Dorfmann, general manager, has ap- play | 
all the shoe departments are now en- | and children will be carried. Hosiery | pointed Nathan Friedman manager of admir: 
sconced in their new quarters. will be included. the new department. educat 
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CO eS 
WHOLESALE PRICES FOR WEEK ENDING MARCH 4, 1933 
TD 


WASHINGTON, D. C.—The Bureau of 
Labor statistics of the U. S. Depart- 
ment of Labor announces that its in- 
dex number of wholesale prices for the 
week ending March 4 stands at 59.6 
as compared with 59.7 for the week 
ending Feb. 25, showing a decrease of 
approximately two-tenths of 1 per 
cent. These index numbers are de- 


Index Numbers of Wholesale 


All commodities 

Farm products 

Foods 

Hides and leather products 
Textile products 

Fuel and lighting 

Metals and metal products 
Building materials 
Chemicals and drugs 
Housefurnishing goods 
Miscellaneous 


rived from price quotations of 784 
commodities, weighted according to the 
importance of each commodity and 
based on average prices for the year 
1926 as 100.0. 

The accompanying statement shows 
the index numbers of groups of com- 
modities for the weeks ending Feb. 4, 





11, 18, 25, and March 4, 1933. 


Prices for Weeks of February 


Week Ending— 
Feb. 4 Feb. 11 Feb.18 Feb. 25 Mar. 4 


60.6 59.7 59.6 59.6 


Eee aaa 


“Swap” and “Barter” in Detroit 


DetroiIr—Henry Levy, manager of 
the Physical Culture Shoe Agency in 
Detroit, startled Detroit this week with 
the announcement that “anything of 
equal value” would be accepted for a 
shoe sale, in whole or in part. “Swap” 
and “barter” were used in window 
signs, and the idea was used in news- 
paper advertising. As the first store of 
any type in the city to resort to this 
policy, Levy drew news articles in the 
local papers, giving untold publicity 
value. The idea was announced on 
Monday, the day of the national bank 
holiday, after careful preparation fol- 
lowing the study of the Michigan sit- 
uation. 

The system was worked out through 
tie-up with an auction house, which sells 
all goods taken in on commission. The 
auction house sends an appraiser to 
the shoe store to set a value on goods 
as customers bring them in, giving the 
merchant a fair guide to the value of 
his goods. 

All types of goods have been re- 
ceived, including lamps, radios, baby 
buggies, bath tubs—literally—jewelry, 
furniture, rugs, watches, toilet articles, 
ete. Services, as of printers, painters, 
plumbers, auto repair men, have been 
offered, but so far Levy has not ac- 
cepted these, preferring to have some 
substantial equivalent for his sales. 


Teach Foot Health 
[CONTINUED FROM PAGE 34] 


were shown and explained in the mer- 
chandise display. 

The photograph of the window dis- 
play by Brouwer of Milwaukee is an 
admirable example of a window of the 
educational type. The X-ray pictures 


are interesting and will attract the at- 
tention of the curious, as will also the 
illustration on the left, showing the 
ramifications of the human nervous 
system, its interrelations and how it 
is affected by improper foot posture 
and the wrong types of shoes. These 
illustrations serve both to attract at- 
tention and to get over a sales mes- 
sage to those who are in any way sub- 
ject to foot trouble. 

This window is admirable from the 
standpoint that it tells its story with- 
out going too much into technical de- 
tail, which might tend to confuse and 
repel rather than to interest the pros- 
pective customer. A few interesting 
illustrations and short, terse explana- 
tory messages tell the story and start 
the train of thought in the mind of the 
person observing the window that may 
ultimately lead to a sale. 

Most manufacturers of- corrective 
shoes supply window cards and other 
educational material that can be used 
to excellent advantage in planning a 
Foot Health Week window display. 
Some of these displays are very elabo- 
rate and most of them are well suited 
to the purpose. The merchant should 
make sure well in advance that he has 
such material of this sort as will be 
useful in the building of his Foot 
Health Week windows. 

For Foot Health Week it is neces- 
sary not only to plan an effective: pres- 
entation of the corrective shoes which 
the individual store has to sell, but 
likewise to tie in with the large amount 
of general Foot Health Week pub- 
licity that will be appearing in news- 
papers and in the displays of other 
stores, thereby cashing in on the cumu- 
lative effect of the general promotion. 
For this purpose the RECORDER recom- 
mends the use of the official National 
Foot Health Week poster which is il- 
lustrated in connection with this arti- 
cle. This poster is available in two 





colors, green and black, size 16 x 20. 





BARTER SHOES FOR PRODUCE 


Milwaukee, Wis.——The Unemployed Labor 
and Commodity Exchange, Dalton Clarke, presi- 
dent, has secured the use of a six-story build- 
ing here in which to conduct its affairs. Among 
the items to be exchanged are shoes, the first 
samples of which were exchanged March 1. 
They were manufactured by a shop which had 
been closed down but which now has offered 
to operate on a barter basis. “This is very 
important,” Mr. Clarke stated, “because one 
of the things the farmer most wants is shoes. 
With this factory, capable of producing 100 
pairs of men’s, women’s and children’s shoes 
per day, we can fill the needs of the farmer, 
bartering shoes for produce.” Others besides 
farmers can of course make exchanges also. 


Detachable Toplifts for Wood 
Heels 


Patent files show dozens of U. S. 
and foreign patents issued over a long 
period of years in the field of detach- 
able toplifts. Not one of them has ever 
come into practical use, yet every 
woman knows how valuable a good 
ene would be. 

Now comes the Fitz-On Top with all 
the signs of real progress: 

(1) It won’t twist loose in the heel. 


(2) A pair can be replaced in a minute 
by any woman with an old kitchen 
pues or a screw driver to pry them 
oose, 


(3) Twice the wear of a nailed on top- 
lift is given because they can be 
changed from right shoe to left, as 
they wear on one side, and all are 
made of good leather or rubber. 


(4) Shoes equipped with them cost the 
retailer less than ten cents extra: the 
first pair of refills sold more than 
offset that cost. 


(5) Nothing in the way of style or shape- 
liness or individuality of the heel is 
sacrificed. 


(6) Tops worn too long can be removed 
in a few seconds in any store selling 
shoes equipped with these heels. 


“Once in a blue moon” a new gadget 
comes along which has real merit. It 
looks as though the Fitz-On top has 
really hit the mark; slow and careful 
development has ironed out the trouble 
wrinkles. 


DATES TO REMEMBER 


National Foot Health Week April 17-22 
Joint Styles Conference, Hotel Astor, 
New York, N 
Mothers’ Day 
National Sports Shoe Week 
Memorial Day 
Fathers’ Day 
Pacific Coast Shoe & Leather Sroasiion 
at Los Angeles June 18, 19, _ 
Independence Day July 
Boston Shoe Fair July, 10, 11, 2 
Friendship Day August 6 
bor Day September 4 
Jewish New Year September 21 
Hallowe’en October 31 
Thanksgiving November 30 
Christmas December 25 
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THE RECORDER’S 
DISTINCTIVE WINDOW 
DISPLAY CARDS 







































MARCH 
Spring green board; 


IF the shoes in your windows 


could only say aloud: dome in white against, Am 
a yellow background; text 
' “This is a fine store . . . always courteous service. The cus- in dark blue. desu 
tomer’s needs receive concentrated attention. The merchant Two Sizes: 8x14” . . 7x12" [to one 
selling me is giving you wonderful value for each dollar you ping cen 
spend.” COMPLETE TEXTS & srorz 
i 5 sent on request display : 
RECORDER WINDOW DISPLAY CARDS give “silent” shoes 4 cards—Women’s Shoe W sppcr 
in the windows a voice on behalf of the merchant. Make your 2 cards—Men’s Shoes 
merchandise attractive in display—use Recorder cards for 1 card—Children’s Shoes es 
color and to talk YOUR store service—and your business will ; ae. Ser. fg Mhote te 
improve. ice, Fitting, Quality, PRICE 7 
‘You can’t contact the window shoppers outside, but you can = - = 
‘GUIDE their thinking. Appeal to them on a basis of service, Single Cards: 60¢ each fered ta 
.quality, personal satisfaction. Without Text: 35¢ each 
h SPECIAL INTRODUC 
Recorder cards are designed and written exclusively for s = Sane MAECICE. 
merchants. Double the value of your window displays wi cards, 50 blank ticket, 
hand-lettered selling messages on colorful, artistic, die-cut without holders, @ $1.50. 
show cards. On Annual Contract, two 
Samples will be sent on request holders supplied. HOL 








Oval b: 
nished 
three co 





These n 
holders 


size ca 
ql a harmor 
Ma ; the fine 


jecoraep fs“ 
RECORD, tures. 
































“L”: Black and “I”: Pale Green «gy, i ome we TESS “0”: Rose s eeasacas 
+ Saag on Design on Buff. - Bright Yellow tera, os . Trim oak Soiake = Lighs Fi neg ig: 
a0 No... waa 
Attractive Hand Lettered Price Tickets i i “ia 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
This group priced at: 6 dozen @ 85¢; 12 dozen @ $1.50 _- 
“J”—Adjustable clips for tickets: 14 gross $2.25 ; 
(Tilts at any angle) 1 gross $4.00 sesacase 
“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 “—K> 
CHECK WITH ORDER, PLEASE, UNLESS C.0.D. SHIPMENT IS PREFERRED - B 
’ ASK FOR SAMPLES OF STOCK & FINANCIAL RECORDS 
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NORE SHOES | 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 25¢ per fifty, additional. 


HOLDERS 


—) . 
Oval base — bur- : 


nished gold— cl 
three color trim. + Sr art 
These modernistic : nd 


; a 

holders take any |B Com(ortable 
size card. They : PPOs 
harmonize with f “Wo, ns 
the finest of win- 

dow display fix- 

tures. 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Ill. 


Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
13 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
9 display cards .. . 4 holders . 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
7 display cards ...2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
5 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
' 367 W. Adams St., Chicago, III. 
Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with March, for card service 
» for one year, consisting of 
holders (with the first month’s service), 

blank tickets each month—OR— 
IMPRINTED tickets at 25¢ per fifty, additional, for 
which we will pay $ per year, payable $ 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 


WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 25¢ per fifty: 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET. 2 2 2 eo 


a ea 


aaoeee te 
Ste = 














SALESMEN WANTED BUSINESS OPPORTUNITY 





ANTED—Salesman to handle on commis- SHOE Manufacturers. Any one wanting to 

sion, line of 125 patterns women’s arch open Canadian connection can secure interest 
footwear retailing at $3.00 carried in stock. in going concern. Low overhead. Own building 
Territories open: Indiana, Illinois (except equipped for welts. Good reasons for offering 
Chicago). Address D-302, care Boot & Shoe interest. Address D-300, care Boot & Shoe 
ee. 239 West 39th Street, New York, peer, 239 West 39th Street, New York. 
5 ee » We 








SHOEMEN Wanted: To sell regulation nurse 
oxford to restaurants, beauty parlors, insti- 
one = at S250. Sine oy py shoes Have beautifu! store completel 

t a ission. it . autilu. § tetely 
er ae wk er wr pee en equipped; wonderful location. Address D-307, 


detailed f tion. A 1 k 
nis mee Bhan cg Shoe Co. 435 Biy- care Boot and Shoe — 239 West 39th 
. Street, New York, 


myer Bldg., Cincinnati, Ohio. 


WANTED: Manufacturer to stock store on 
consignment women’s or men’s and women’s 





YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 


POSITION WANTED income in service fees. A new system of 


foot correction; readily learned by any 
ng at — ina a weeks. mad tovith 
or training; openings everywhere wit 
ETAIL SHOE SALESMAN, 35, all the trade you can attend to. No capi- 
RIED. ALL AROUND SHOE MAN. tal required or goods t y; No agency 
TICKET WRITER. FIFTEEN YEARS EX- or soliciting. Eeteblished 1894. Address 
PERIENCE. WILL WORK AT SMALL Stephenson Laboratory, 21 Back Bay, 
SALARY. GO ANYWHERE. CAN FUR- Boston, Mass. 
NISH BEST OF REFERENCES. MAURICE 
WNONe 1114 85TH STREET, BROOK 
Actual Size—Die Cut. Red and 
Green Design, Black Figures, 
WANTED TO PURCHASE White Back Ground. 
AN CH COMPLETE SAMPLES ON 
LINE WANTED REQUEST 
6 Dozen at $1.05 


RELIABLE Chicago and _ vicinity sales- Buyers of Surplus Stocks = Dozen . eH 


M man bn line that has real aes. he alten: damien on ean ute ID aan 

ok eee ae end we oe from manufacturers, jobbers or retailers. A Profit Chart FREE with 24 

gare Boot & Shoe Recorder, 367 West Adams QUANTITY NO QBJECT Dozen Order 

eet, Cee, KIRSCH - BLACHER CO., Inc. Contact Shoppers with Snappy 

590 Broadway New York Sales Messages on Artistic Cards. 

Phone Canal 6-4298 and 4299 Sizes 7” x 12” and 8” x 14” 

FOR SALE Check With Order, Please 

Unless C.0O.D. Shipment is 
Preferred 


















































OR SALE: Old established shoe store. Shick Renovating Store : 
County seat Illinois, 2200 p-, good agri- KENTON, OHI0—Shick’s Shoe Store Merchants Service Dept. 


cultural trade area. Only exclusive shoe store ( é . 
- toms, dese sot last yr. onuns a5 1% onto. here is being complete'y renovated and BOOT and SHOE RECORDER 
of salary taken by proprietor; rman com- . 

munity. Purchaser must also buy modern home, remodeled. New fixtures are to be in- 367 West Adams Street 

well located. Reasonable. Address D-306. care stalled and modern show windows Chicago IIllinois 
Boot and Shoe Recorder, 239 West 39th Street, constructed 

New York, N. Y. ? 














CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
. When a box number is desired twelve words should be added for the address. In all other cases each 


1 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
ef Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 








— 
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Chain Store Efficiency 


records are made~ available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 S. State St., Chicago, Ill. 


Vermont Proposes Sales Tax 


MONTPELIER, VT.—A gross sales tax 
on all business houses doing a total 
retail business of $50,000 or more a 
year is proposed in a bill under consid- 
eration in the Vermont Legislature. 
The tax would be assessed on a sliding 








—_—_—_—_—eaoaeY-™. 
VE FOUND 


Just think... mod- 
ern, new hotel, in the 
heart of New York— 

200 feet from. Broad- 

way, on: 45th Street. 

A room and bath for one, 
$2.50; for two, $3.50. 


ts te PICCADILLY 


45th-STREET and BROADWAY @ 
WILLIAM MADLUNG, Mng. Dir. 


NEW YORK 





Shoe Department Reopens 


NEw LONDON, CONN.—The women’s 
and children’s shoe department of Gen- 
ung’s Department Store, 153-167 State 


Street, which: was discontinued several - 


months ago, has been reopened with 
Sidney Sklar as manager. 





When You GoTo 
Y re 


4 


b00sarus” ge 


he 
AROOM and ji at as 





scale, beginning with one-eighth of one 
per cent on volume between $50,000 
and $100,000 annually, and rising by 
degrees to four per cent on all sales 
over $2,000,000. Firms with gross vol- 
ume of less than $50,000 would be ex- 
empt. The measure is aimed particu- 
larly at chains. 


SINGLE OC sais 
WITH BATH WITH BATH 


aaa wv = £4. 


PENNSYLVANIA. 


‘AND CHESTNUT STS 


To Sell Business 230 


MIDDLETOWN, CONN. — David Soltz 
has registered his intention to sell the 
business of the Soltz Shoe Store, 574 
Main Street, to Harry Poliner. 




















No PROFIT FLASHER 


was ever thrown into a 
waste basket! 


WHY?. 


Because every retailer has constant use for this new 
profit calculator, which flashes instantly the percentage 
of markup between any cost and any selling price. 


(Three-Fifths Actual Size) Accurate! 


POCKET SIZE 


Complete! Simple! 





Mr. Manufacturer: Do you want waste-basket-proof advertising, the 
kind you know beforehand will be appreciated, preserved and used 
by every dealer or prospect? 

Then write for information about the PROFIT FLASHER and 


the low 1933 quantity prices. 


Prices to retailers 
50¢ each 
$4.00 per dozen 





FRENCH 
DENVER, COLO. 


Check or stamps MURRAY ec. 
with order, please 1316 East Eleventh Ave. 
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BOOTS AND SHOES 


Bass, G. H., & Co., Wilton, Me........... 56 
Blog Shoe Co., Inc., New York City...... 58 
Brauer Bros. Shoe Co., St. Louis, Mo..... 5 
Brooks Shoe Mfg. Co., Phila, Pa.......... 58 
Brown Shoe Co., St. Louis, Mo........ 40-41 


Boyd, Wright Shoe Co., St. Louis, Mo..... 10 


Chase, W. S., & Sons, Haverhill, Mass.... 54 


Clapp, Edwin & Sons, Inc., E. Weymouth, 
BES See cccdcdvcvdesvoccccvcssescecccees 52 


Dodge, Bliss & Perry Co., Newburyport, 
Mass. 54 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 52 


Edwards, J., & Co., Philadelphia, Pa. 
Back Cover 


Ephrata Shoe Co., Ephrata, Pa........... 56 


AOR eee meee eee e ee ee eee eeeeeeee 


Friedman-Shelby Co., St. Louis, Mo....... 25 
Kendall Shoe Co., Haverhill, Mass........ 58 
Manfield & Sons, Philadelphia, Pa....... 44 
Mishawaka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind. .............. Front Cover 


=> Day’s Ideal Baby Shoe Co., Danvers, ae 


Tee eee eee eee eC eee eee eee eee 





Nettleton, A. E., Syracuse, N. Y.......... 52 


Nann, Bush & Weldon Shoe Co., Milwau- 
BS WEEEs pe cedacdev eee vob evceee 3rd Cover 


Old Colony Shoe Co., Brockton, Mass..... 52 
Owens Shoe Co., Lynn, Mass............. 58 


Peters, Branch of I. S. Co., St. Louis, Mo. 2% 


Richards & B Co., Randolph, Mass. 52 
Roberts, Johnson & Rand, St. Louis, Mo.. 50 


Robinson-Bynon Shoe Co., Auburn, N.Y.. 43 
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A BUYING GUIDE TO 
OUR ADVERTIVERY 


IN THI 


IYFUE 
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Smith, J. P., Shoe Co., Inc., Chicago, Ill.. 52 
Stacy-Adams Co., Brockton, Mass......... 52 


Vitality Shoe Co., St. Louis, Mo.......... 1 


Wright, E. T., & Co., Inc., Rockford, Mass., 
36-37 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass.............. 7 


Bayer-Robertson Leather Corp., New York 
Me” sccdetavedeceeesstrepeeterntepes tn 33 


Dungan, Hood & Co., Inc., Phila., Pa. ... 4 
Du Pont Viscoloid Co., New York City.... 39 


Evans, John R., & Co., Camden, N. J... 30-31 
Levor, G., & Co., Inc., Gloversville, N. Y...2-3 
Surpass Leather Co., No. Phila., Pa....... 35 


Zapon Co., Stamford, Conn. ............- 45 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Everett & Barron Co., Providence, R. I... 48 


United Shoe Machinery Corp., Boston, 
PODS. ons citi ccceccesuces 2nd Cover-42-46-55 


SHOE ACCESSORIES 





Simplex Shoe Tree Corp., Chicago, IIl..... 54 


MISCELLANEOUS 
Hotel Pennsylvania, Philadelphia, Pa..... 63 
Hotel Piccadilly, New York City......... 63 


Illinois College of Chiropody, Chicago, Ill. 44 


Kirsh-Blacher Co., Inc., New York City.. 62 


Stephenson Laboratory, Boston, Mass..... 62 











Promotion—Or Price? 
[CONTINUED FROM PAGE 48] 


Finally, let us all remember that the 
finest advertising suffers a severe hand- 
icap where the atmosphere of the- 
store and morale of its personnel fail 
to measure up to its message. 

Never was there a time when it was 
more vital to see that customers get a 
sincere welcome and patient attention, 
not a Pollyanna smile and perfunctory 
service. Of course, it isn’t easy to in- 
still and sustain a naturally cheerful 
attitude in the face of disheartening 
conditions, but a sales force anxious to 
cooperate might find these suggestions 
worth remembering: 

Avoid discussing depression with cus- 
tomers. 

Dismiss a hard luck story with a 
cheerful remark. 

Have courage to show your better 
grade shoes without hesitation or apol- 
ogy. We are living in an era demon- 
strating the survival of the fittest. 
While many retail stores have been 
swallowed up in the sea of oblivion, 
others will emerge triumphantly and 
with renewed strength. They are the 
stores whose shelves are stocked with 
worthy shoes, recently bought and 
rightly priced. And, having the kind 
of goods present-day people want, they 
possess also the courage and _intelli- 
gence to bring that important news to 
the attention of the public, and in or- 
der to do so, provide an advertising 
appropriation commensurate with the 
job to be done. 


New Springfield Store 


SPRINGFIELD, Mass.—The Floyd Shoe 
Store has opened at 1488 Main Street, 
featuring a line of women’s shoes. 







More Uses for Leather 


PEABODY, Mass.—Tanners tell of the 
use of calf, good shoe leather, for fac- 
ing pockets of trousers of motor me- 
chanics, and that’s another new use for 
leather. If these facings get soiled, 
when the wrench man reaches his 
greasy hand into his pocket for a nut, 
then the soil can be wiped off, like mud 
off shoes. Did anyone ever hear tell 
of the cobbler who once did a thriving 
business patching pants with good sole 
leather? —~ 
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‘*I’ve grown older and wiser 
these last three years. Yes, I, 
too, fell for the so-called ‘bar- 
gains’. . . but I’ve learned. 
There’s only one way to judge 
value . . . that’s to balance the 
cost and the service. From now 

I’m wearing Florsheims 
... they give so much more 
in service, style and comfort.” 


More and more men have discovered that quality 
merchandise is the most economical in the long run. They are turning 
to Florsheim Shoes as the standard of quality footwear . . . a reputa- I N S T O C K 
tion earned by forty years of quality shoe making. Write for our In- 
Stock Catalogue, showing the largest number of styles ever carried. *®& _— 


The WILSHIRE Style S-454 


TO RETAIL 
THe FLtorsHeim SHOE CompANyY ee Manufacturers « Chicago STYLES 


‘The FLORSHEIM Shoe 


Vol, 10 103, Ni eek by the Boot & Shoe Recorder Pualicing Compent, 239 W. 39th St., New York, N. Y. Entered as sonnet cae matter Sept. 10, 1925, 
eke Putte Post Ollios AS York, N. Y., under the act of March 3 , 1879. Subscription price $3.00 per year. Printed in U. 8. 
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GOATSKHKIEN 
IS THE LOGHOAL LEATHER 
For MENS SUMMER SHOES 


BRS QUAKER CITY COLORS Raia 


24 26 LO 


| "CHESTNUT me CHOCOLATE BROWN TANGIER BROWN 
FOR WOMEN FOR WOMEN FOR MEN 


LACK 


GLAZED KID 
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This trio of Quaker City Kid Always in demand for better 
browns covers the major requires quality shoes, Quaker City Black 
ments for Spring—and, Kid is a uniform leather 
as always, they are used wherever depends 
authoritative and widely ability and quality are 
accepted. paramount. 
























A | | | a Due COMPANY 


QUAKER CITY DIVISION 


. 519 WEST HUNTINGDON ST., PHILADELPHIA, PA. 
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A STAR BRAND SHOE 


The Uptown Buck 


This wing tip pattern in genuine White Buckskin with black 
leather soles and heels is one of more than twenty-five 
beautiful sport styles in the Uptown line. It is made in 
widths ranging from AA to D. Sizes to 12 priced at $3.15; 
sizes 1212 to 14, $3.65. Uptowns are high quality shoes 
that win the respect of men who demand value. 


A Plan For Profits 


The ability to earn a consistent profit is the chief concern of every man in business 
today. Our Merchants Service Plan provides the shoe retailer with a well nized 
plan for profit. It has many advantages, the full details of which we shall gladly 
send without obligation. Ask for them. 

















ROBERTS ,-JOHNSONS RAND 


Branch of international Shoe Co. 


ST. LOUIS 9 MO. 
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STOCK NO. 2102 priced at $2.50 


AN EXAMPLE OF BLACK MAGIC BY 


Ae i ear arn 
Nea Ee : 


Trea 


DODGE, BLISS & PERRY CO., INC. 
The selection of Colonial Patent as best qualified to withstand . 
the gruelling treatment of turn shoemaking is a high tribute. 


One of the several patterns stocked by the Dodge, Bliss & 
Perry Company in Colonial Patent is the seamless opera pump 


oe 


above. It illustrates how perfectly Colonial Patent satisfies 


the exacting demands of master shoemakers. 


COLONIAL PATENT 


° 


ee 








PATER 
COLONIAL TANNING COMPANY 


BOSTON 
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Choose Your Weapon! 





@ In the great battle for business in 1933, will you choose the rifle 
of price advertising which shoots once and is then silenced until 


recharged? It has no constant effectiveness. 


@ Or, will you choose the machine gun of quality with its consistent 
effectiveness—its persistent pounding away that wears down resistance 
and opens ever-broadening fields of profitable business for you to 


command. 


@ Now is the time for a return to sane, sound quality standards. An 
over-dose of blatant price claims has left the public cold and unre- 
sponsive to any appeal based on price alone. 


@ There is a price level below which you cannot expect and cannot 
get top quality in juvenile footwear. That level has been established 
at its present low point by Pied Piper. Pied Piper has been the first 
to meet conditions. Pied Piper dealers have set the pace in their 


respective communities, 





@ And Pied Piper dealers now, as ever, continue to enjoy the bene- 
fits of distinctive, exclusive, patented selling features—liberal, active 
selling cooperation—unquestioned style leadership—quick, efficient, 
adequate in-stock “ehinwnd a fully protected exclusive agency 


plan. 





Write now for new Pied Piper 
catalog — just off the press. 


NMaiathon Shoe Co; 


Manufacturers of Juvenile Footwear Exclusively Since 1914 


WAUSAU, WISCONSIN 


DIED PIDER SHOES 


WORLD’S GREATEST JUVENILE HEALTH SHOES 
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"Buildin for Better Business with BALL-BAND" 


60,000 Merchants— 


find their most powerful Selling Help is 


Canvas Sport Shoes—Fabric Summer Sandals—Leather Work Shoes 
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P resentin A 


eae eo Summer Shoes 









































Acain summer comes and many of the foremost men’s shops are ready with a 
group of notable warm-weather shoes especially designed by Stacy-Adams. » On exclusive lasts, 
with effective rendering in black, brown and white goatskin, they offer the ultimate of style, com- 
fort and wear without weight. » An inspection of these models will prove again that “there are 


no finer shoes than those that come from the workbench of Stacy-Adams, in Brockton, Mass.” 


STACY ADAMS 
Custom Grade Shoes for Men 
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It's not the First Sale thai 
Counts-— 


Gor you or for Us | 


Tie up with a line possessing features not | 

found in ordinary shoes, features in fact 
as well as in name. Features that are 
simple, effective, safe for your clerks...no 
clumsy gadgets...just a good shoe cor- 
rectly designed...a shoe that fits easily 
and splendidly. Do this and you'll enjoy 
repeat sales, the life blood of any business. 


FOOT FASHION 
HEALTH SHOES 
offer such a line 


Study the illustration of the last shown 
here, and you will find it scientifically cor- 
rect. Narrow heel, cupped heel seat, high 
waist and short back part to prevent pro- 
nation. Wiped out at arch to give extra 
support. Properly balanced to give a three 
point tread. Plenty of room across: ball 
to avoid cramping the toes. 


A tempered spring steel shank and long 
solid leather counter help keep the foot 
in the correct walking position and assure 
lasting shapeliness. 


Progressive dealers throughout the 
country are cashing in on these features 
by building a profitable repeat business 
on Foot Fashion Health Shoes. 


Write or wire for salesman 











FRIEDMAN - SHELBY [BRANCH] 


INTERNATIONAL SHOE CO. 
SAINT LOUIS | 
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